


Read:—“What’s the Biggest Merchandising Problem?” 
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Counter Display of Gullwer Goods 
that proved very successful. More 
than 50 fast selling items in this 
small table space. This fixture was :, em as 
built right in the store. . At F emt a tw 
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Time to Start 
Pushing 


GULLIVER 
GOODS 


























Giant ‘ Sure to 
Possibilities Lp ae | Captivate 
in Lilliputian Rathi NNT ns 2 the Satisfied 
Merchandise % oie A CY ee met Customer 


Other merchants find Gulliver Goods Sales Tables a big success. 
Time for you to start one. 
ngtedtng ror Sar A Gulliver Goods are the dozens of little essentials that poet 
No. 095758 which ari ° > 
ne siptctin: deed: forget—the things that once seen, act as reminders and open 
purses with a snap. 
There are a hundred Gulliver Goods items hidden —_ in your 
stock. Round them up—get them together on a sales table. 
Place the table right up in the front of your store. 


DOMES of SILENCE 


“Better than Casters” 
One of the fastest selling and best paying of all Gulliver Goods. 
Give them a prominent place in your Gulliver Goods Display. 
Order from your wholesaler 
DOMES of SILENCE Division 


- Henry W. Peabody & Co. 
17 State Street, New York City P-1642 
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THE HORTON IRONER 
1s the Greatest Immediate sales opportunity 


offe 








in the Tome Appliance field 


ECAUSE the Horton Ironer, in every detail, is entirely practical 
— from every viewpoint—especially the housewife’s. It is prac- 
tical in design, in operation, in economy of time and labor. 


The sales resistance common to ordinary ironers is entirely absent in 
the HORTON, because it really does 100% of the ironing. The com- 
plete open end of the HORTON roll makes this possible. The HORTON 
full open end roll is an exclusive HORTON feature. 


The practical design of the HORTON is not an accident—it is the result of 
painstaking engineering eflort to supply a simplified Home Ironer which meets 
the practical demands of women periectly. The height and width are exactly 
right for an operator sitting comfortably in an ordinary chair. The control is by 
convenient, easy acting foot pedal, freeing both hands to guide the work with- 
out exertion. 


Cuts Ironing Time in Half 


This ease of operation and control combined with the speed of the HORTON 
really cuts ironing time in half. Fifty per cent of the usual ironing time is 
saved. Physical effort is almost entirely eliminated. And, more beautiful and 
perfect ironing can be done on a HORTON than by any other method. 


Women want the HORTON. It is what they are looking for in an Ironer. 
They need only be shown, and have 
your assurance that this is the perfect  #=# = eoVL., #@ gg 
Ironer, the Ironer of real practical utility. 7 
You will be glad to give your cus- 























tomers this assurance after you have 


carefully inspected the HORTON. 
HORTON gas heated Ironers are made 


in three sizes — 30 inch, 42 inch, and 
46 inch rolls, electrically driven. We 
will welcome the opportunity to give 
you convincing facts and evidence that 
there are greater sales opportunities in 
the HORTON Ironer than any other 


Ironer on the market. 


Complete information is always a good 
thing to possess. A real sales opportunity 
is available in the Horton Ironer. You 
undoubtedly are interested. Kindly give 
us permission to discuss this with you. 


HORTON MANUFACTURING 
COMPANY 


1314 Fry St. Fort Wayne, Indiana 





ELECTRIC WASHERS 


Pioneers for 50 Years 
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AND IRONERS 
Fort Wayne , “Ind. 
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Selling Pyrex by Suggestion 


sae om 


‘“‘Madam, do you use Pyrex?” 
“Yes, indeed.” 
“How many pieces have you?” 


‘““Several—a casserole, two pie plates, six cus- 
tard cups.” 


This is your cue to sell her a baking dish or a 
utility dish, or some other dish she hasn’t got. 


It doesn’t make any difference what she came 
in for, this method will sell her at least one piece 
of Pyrex. 





See detonate omenasemamenstitonsciant-maserasanenecsaemaenmnsnaraseeeeetemenaet imamate 


This is not original with us. It comes from a 
merchant who makes it work. Try it! 
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No Home Can Have Too Much 


PYREX 


' Transparent Ware 


DOR gto. 





Pyrex Sales Division 


CORNING GLASS WORKS, Corning, N. Y. 


W orld’s Largest Makers of Technical Glassware 
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Lightning in its boating togs 


~ gas engine ignition 

- telephone and 
telegraph 

- doorbells 

- buzzers 

~ motor boat ignition 

heat regulators 

tractor ignition 

Starting Fords 

ringing burglar 
alarms 

protecting bank 
vaults 

electric clocks 

calling Pullman 
AN ‘4 porters 

™“ ~ a firing blasts 

me Xe lighting tents 

and outbuildings 

~ running toys 


~ radio A’ 


















Columbia 
Dry Batteries 


—they last longer 





Turow the switch and rock the engine. Away your boat spins with a bone in 
her teeth. Sure-fire through the wet—that’s the Columbia Hot Shot. Its water- 
proof steel case can’t leak a drop. Dew, rain and the waves that slap across the 
bow cannot harm the Hot Shot. It’s still loaded with lightning-fired” power. 

Skipper, there’s a Hot Shot crew in every port. Sign ’em on for life and they'll 
work through every watch. 

Don’t just ask for “a dry cell.” Ask for Columbia Dry Batteries by name and 
get 100% battery efficiency. Columbia Dry Batteries are sold by electrical, hard- 
ware and auto accessory shops, marine supply dealers, implement dealers, garages 
and general stores. Columbia Ignitors can be purchased equipped with Fahne- 
stock Spring Clip Binding Posts at no extra cost to you. 

Manufactured and guaranteed by 


NATIONAL CARBON COMPANY, Inc., NEW YORK — SAN FRANCISCO 
Canadian National Carbon Co.. Limited. Toronto. Ontario 


/ 











Columbias are “busting” sales records 


MORE battery for the money — MORE insistent demand from users — 
MORE national and local advertising— MORE sales by the dealer — 


DEALERS who are stocking Columbia Dry Batteries are 
making sales and making money. Columbia advertising sells 
Columbia Batteries. The batteries “make good” and make 
repeat customers. You make good profits. In a nutshell, 
that’s the Columbia Battery story. Ask your jobber. 


Manufactured and guaranteed by 


NATIONAL CARBON COMPANY, INC., New York—San Francisco 


Canadian National Carbon Co., Limited, Toronto, Ontario 
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7 To ~ Fellow Hardware Dealers” 
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IN A LETTER? 


Win $10.00 


Each week we have been giving somebody a 
check for $10.00 for sending us a letter for our 
contest. Have you sent yours? If not you 
had better do it at once. 

Our only requirements are that the letter be 
written on the stationery of the dealer with 
whom you are connected and that this dealer 
handles Atkins Saws. If we accept your letter 

for publication, you win $10.00. 


L. H. REIMEKER of BUHRMAN-PHARR HDWE. CO. | 
WINNER THIS WEEK 






ae ee ee = 


E. C. Atkins & Co., 
Indianapolis, Ind. 
Gentlemen: 
Last year I reed with much interest the letters in the Hardware Age on Atkins Saws but did not send a letter 
in to the contest. 
s I have sold Atkins Saws for a number of years and know what they are and the business they will bring a 
dealer, I submit the following reasons ‘“‘Why I Recommend Atkins Silver Steel Saws To My Fellow Hardware 


ealer. 
Atkins Silver Steel Saws are of the po mong 8 quali 3 and when you sell one you have made a satisfied customer 
and a friend who will call on you again when he needs something in your line, for knowing the quality of your saws 
he naturally believes in the balance of your goods. 

You gee have a saw whose finish surpasses that of other makes and the set and shape of the handle fits the hand 
so well that it enables the user to do more and better work with greater ease. Right here I will state a little incident 
that occurred several years ago when a man came in the store and asked for a certain kind of hand saw. I said to 
him let me sell you a good saw and he replied that he knew of no better than the one asked for. So I took from the 
shelf the saw he had asked for, also one of the same style and comparison in Atkins make, turning them over so he 
could not see the brands. I told him to take his pick of the saws. He took the Atkins Saw from my hand with the 
remark that this is the saw 1 want, and was surprised when he had not selected the saw he had asked for. He is an 
Atkins customer. ° 

Atkins Saws come from the factory in such ° ood condition that one does not have to set or sharpen them be- 
fore using. Then you can qeemee any Atkins Silver Steel Saw to give satisfaction and not be worried that you will 
have to replace it. The E. Atkins Co. stand back of any article that bears their name. Their policies are such 
4 that it is a pleasure to do business with, them. Last but not least they assist you in selling their goods by doing mis- 

sionary work in your territory as well as their continual advertising. | 

ow My Fellow Hardware Dealer, if you want to increase your saw business you can do so by taking on the 
Atkins lines for then you can get any type of saw your trade may call for. 


y Yours very truly, ° 
a: REIMEKER. 
A FEW POINTERS ON ATKINS No. 82 HAND SAW 


Atkins No. 82 Tnple Duty Hand Saw is one of the 
fastest cutting saws on the market. It cuts equally well 
while ripping, cross cutting or mitering, and is not any more 
trouble to file and keep up than the ordinary hand saw. The 
blade is made of Silver Steel, taper ground. Damaskeen 
polish, skew back with ribbon edge. Fitted with an old 
style straight across - gees handle attached with four 
nickel plated screws and a medallion. You should have this 
saw in stock, 








FE. C. ATKINS & COMPANY 


Established 1857 “The Silver Steel Saw People’”’ 
Machine Knife Factory Home Office and Factory: Canadian Factory: 
Lancaster, N. Y. Indianapolis, Ind. Hamilton, Ont. 
BRANCHES: 
Atlanta Minneapolis New Orleans San Francisco Seattle Paris, France 
Chicago Memphis New York Portland Vancouver, B. C. Sydney, N. S. W. 


‘ATKINS ALWAYS AWEAD’ A111 mM"W"'—‘ 
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I 
want Your Friendship too- 


HERE IS more to business than 
just the making and selling of 
a good product. 


To us, the biggest part of business 
is the making of friends— and 
holding them. In our belief it is the 
one way to permanent growth. 


Skillful hands may build — good 
salesmanship may sell—but, unless 
there are hearts and the heart- 
interest of an organization back 
of it all, there can be no progress. 


The desire to make lasting friends 
for Horton has actuated our men 
in the factory to more careful, con- 
scientious craftsmanship. It is why 
HORTON Washers and Ironers 
are built well—to give years and 
years of faithful service. 


Likewise, this spirit of friendly 
co-operation is in evidence among 
Horton dealers, jobbers and dis- 
tributors. The letter from E. M. 
Fay on the opposite page reflects 
in a tangible way the results of 
“Horton spirit.” 


We want your friendship too— 
that we may demonstrate to you 
as we have to Mr. Fay and his 
organization that the Horton spirit 
builds something beyond an ordi- 
nary business relationship, and, 
phenomenal as it may seem almost 
automatically creates substantial 
business increases. We hope to 
be permitted to discuss a friendly 
relationship with you— will you 
please write to us? 


HORTON MANUFACTURING COMPANY 


1314 Fry Street - - 





Horton Home Ironer 30 inch roll. 


Irons EVER YTHING perfectly. 





ELECTRIC WASHERS 
Pioneers for 50 Years 











Horton No. 40—the original 
3-cup Electric Suction Washer 






Fort Wayne, Indiana 





Horton Electric No. 33 
The dolly type washer. 


July 24, 1924 
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ort “Wayne , Ind. 
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THE 
HORTON LINE : 


Horton (3-Cup) Suction Washer 
No. 40 






———— 


Retail price, $160.00 with copper tub; 
$165.00 with white vitreousenamel tub. 


Horton Home Ironer 30-Inch Roll 
Retail price, $140.00 (gas heated) ; 
$175.00 [electrically heated }. 





LECTRIC CO 
FA corre AT whole EM. FAY ey 






ad AAS #8 er $s +s 3 
(ESTIC APEM iamere ist ss President — Horton Ironer : 
aceitil 18" joroester Mas*: E. M. Fay Electric Co. Retail prices, 42-in. $145.00 and 46-in. 


$155.00 [gas heated} 46-in. $200.00 
{electrically heated). 


Horton Washer No. 33 

pete The acme of perfection in dolly type 
proaecee as electric washers. Retail price $89.50. 
The Famous Horton No. 32 


Over 75,C00 sold. In greater demand 
today than ever before. Retail price, 
$80.00. 


Horton Power Washer No. 31 















| 
| 
| 
| 
| 
| 
; 
| 


company a Ee Similar to No. 32 without electric mo- 
ton ufé- qndian® 6 ywanee>-° } tor. Operated by hand or by gasoline 
et wayne» neta sale or farm motor. Retail price, $47.50. 
Ge 


a ” . 
a. Ue acai paucts Horton Miracle Washer No. 22 
943°- The highest grade hand-operated 
Dd washer. Retail price, $18.00. 


PeerlessW aterPowerWasherNo.30 
Requires only 25 lb. pressure. Trouble- 
proof and does the work. Retail 
price, $22.50. 


Horton Vacuum Washer No. 35 
A vacuum type hand power machine 
for the farm or those who cannot afford 
higher priced machines. Retail price, 
$20.00. 








All above models slightly higher in 
extreme east and west. 





Horton Miracle Washer 
No. 22—Hand Operated. Horton ‘‘Peerless’’ Washer 
No. 30 — Water Power. Horton Vacuum Washer No. 35 
-——-Vacuum Type, Hand Power. 














AND IRONERS 


ELECTRIC WASHERS 
ort Wayne , “Ind. 


Pioneers for 50 Years 
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Cleaning Up - 


in Summer Sales / 


f 

















In past history men said: “Summer months are dull 


months.” But as soon as men saw that the dullness was in 


the effort they worked the harder and raised the sales 
records. 


In the PREMIER DUPLEX every point of quality and per- 
formance lends itself to summer selling. Lightness of weight. 


torn mtg d Ease of running. Thoroughness of performance in doing 
no oiling! sonal every cleaning job well. The ball-bearing motor that means 


no need for oil. The swiftness of the motor-driven brush in 
picking up the surface litter that flies in at open windows, 
and in sweeping loose the mud that little feet drag in these 
out-o’-door days. The sureness of the powerful suction in 
getting all the dirt. These points mean sales. And they 
mean sales NOW for the man who puts the energy behind 


ELECTRIC VACUUM CLEANER CO., INC. 
Cleveland, Ohio 


Distributed in Canada by the Premier Vacuum Cleaner Company, Ltd., Toronto; 
and the Canadian-General Electric Company, Ltd., Toronto. 
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It’s the Burner that Counts 


le you want to build a permanent ana 

profitable Gas Heater Business you 
must sell a heater that has an efficient 
burner. No heater on the market has 
a burner that can compare in efficiency 
with that used in Reliable Golden 
Glow Heaters. 


The Reliable Golden Glow Burner mixes the 
gas and air for the entire burner at one point. 
This construction assures perfect combustion 
and a uniform flame at all points. 


Also, the Reliable Golden Glow Heater will 
not draw lint and dust into the burner, which 
in other types adheres to the grid and ob- 
structs the flow of gas. 


Re an eee 
ee 








Showing burner, mixing chamber and valve 


| 
| 
i 
| 
| 
| 
| 
| 
| 


The Burner-top is divided into separate sec- 
tions, each section being fitted with a separate 
grid for each separate element. The grids are 
made of a non-corrosive material, and will 
last indefinitely. However, they can be re- 
moved easily and quickly without removing 
the burner from the heater. 


The Reliable Golden Glow Burner is fitted 
with an adjustable air-shutter and cock, mak- 
ing possible perfect regulation of flame for 
different gas pressures. 


Order a sample Reliable Golden Glow Heater 
immediately so that you can examine and 
test out its remarkable burner. We know 
you'll be delighted, and you’ll know that you 
can sell them easily. 


RELIABLE STOVE COMPANY 


Division of American Stove Company 
Factory and Main Office, 1787 E. 40th St., N.E. CLEVELAND, OHIO 


Reliable Golden Glow 
(Portable Type) 









152 West 42nd Street NEW ENGLAND STATES 

New York City REPRESENTATIVE 
315-317 S. Wabash Ave. The Eastern Service Co. 

Chicago 131 State Street, Boston 
718 Mission Street 
San Francisco EXPORT OFFICE 
350 East First Street 209 West 43rd Street 
Los Angeles New York City 





Reliable Golden Glow 
(Fireplace Type) 
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8-Inch 
Northwind 
The Best 
Uti Tr e Little Fan 





Ready to fill your 
orders for— 








There’s a distributor near you! Wire (our 
expense) for his name. 


THE EMERSON ELECTRIC MFG. CO. 


2018 WASHINGTON AVENUE 
50 CHURCH ST. 
NEW YORK CITY 


Distributors 


The Best Little Fan 


ST. LOUIS, MO. 


Light mat brass finish; 
two speed switch. Can 
be used on wall, desk or 
table. Guaranteed for 
one year. 





10-inch 


Northwind 
The Low-Priced 
Oscillator 


Dull brass blades; 
dull black base; three- 
speed switch; adjust- 
able oscillating 
mechanism. For desk, 
table or wall use. 








that meet 75% 
of the demand 











Profits Without Servicing 


We take such in- 
finite pains to build 
the IHRIG Electric 
Washer simple, 
sturdy and _ trouble 
proof that your 
profits are not sacri- 
ficed by costly servic- 
ing. 


The 
IHRIG 
Vacuum 
Electric 
Washer 


pays you a larger 
profit than other 
high grade ma- 
chines, yet re- 
tails at $25 to | 
$35 less. Every @ 
washer is 


Sold Under a Signed Guarantee 


of absolute satisfaction. Our washer nas only one 
moving part in the cabinet besides the motor. Exclusive 
agency granted to dealers. 


We have a plan that builds business and retains good 
will. Write us now. 


PINE-IHRIG MACHINE CO. 
Oshkosh, Wis. 
























It Is Her Privilege to Be Shown— 
Voss Self-Draining 
Tub Equipment 





There’s real satisfaction and profit in showing housewives the 
unique features of this practical laundry equipment. It solves 
the problem for owners of Swinging Wringer Washers who do not 
have stationary tubs and offers the convenience of an easier 
working position and conservation of space. 

The No. 3 Equipment consists of two 17 gallon galvanized tubs 
and two strongly built angle iron benches. The tubs are sloped 
to center drain and water is quickly drained to floor outlet or 
water bucket by simply pulling out the plugs. The old-fashioned 
fuss and bother of wash day-—the backstrain and water lifting— 
has no place in the modern home. Voss Tubs are real up-to-date 
labor savers. 


Write us for complete details and prices. 


VOSS BROS. MFG. CO. 
DAVENPORT, IOWA 
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Competition stiff—yet the lamp business of 
Fogle & Jessop has increased 300 per cent 
with Hygrade Lamps. 


Mr. Jessop says: ‘“lThree window 
displays a year—cartons on the shelves 
—the Hygrade Display Stand on the 
counter—plus the quality of Hygrade 
Lamps—did the trick.”’ 


Three years ago these hustling hard- 
waremen of Fairfield, Ill., were selling 
another brand of incandescent lamps— 
sales and profits normal. 

Then they stocked and displayed 
Hygrade Lamps. Immediately sales 
began to jump. 















And today, three years after they Siecened aad | 
started with Hygrade, their sales are —— 
300 per cent greater—and profits so | cent lamp patents | 





HYGRADE 


OV saen Mass 


grr mr se 


Hysrade Lamps 


You cannot a a better lamp 





GENERAL OFFICE 
AND FACTORY 
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Jordan Playboy 


Body Light Liberty ad Packard Straight Eight 
Green; Fenders Black: 
Wheels Green with Black Sety Sackerd 
Striping 


Gray; Fenders’ Black; 
Wheels Red with Black Striping 


Stutz Racer 


Bedy Red; Wheels Red with 
Black Striping 


Overland Red Bird 


Body Red; Wheels Red with 
B ipin 
Star lack Strip ‘s 
Body Yellow: Wheels Yellow with 
Black Striping 





Cleveland Six 


Body Yellow; Fenders Black; Wheels 
Yellow with Black Striping 


Durant Special 
Body Liberty Green; Wheels —"@ 
with Black Striping 


enile 
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|CRAFT 


Now in Production— 
Ready for Early Delivery 


The brand new, attractive line of Steel- 
craft automobiles, including eleven 
models, is now in production in the 
enormous Murray plants. 


Finer in appearance than any juvenile 
automobile that has ever been placed on 
the market, these beautiful models are 
replicas of the famous motor cars of the 


day. 


The line includes a Packard Straight 
Eight, a Jordon Playboy, a Chrysler 
Roadster, a Rickenbacker Flyer, a Buick 
Six, a Cleveland Six, a Jewett Roadster, 
a Durant Special, a Stutz Racer, an 


Overland Red Bird and a Star. 


Juniors of this day do not want make- 
shifts, so we are giving them an automo- 
bile just like Dad’s. 


Not only the appearance, but the me- 
chanical make-up and the sturdiness of 


Write today for catalog, prices and discounts 


MURRAY PRODUCTS COMPANY 


1115 EAST 152nd STREET 
Cleveland, Ohio 















Jewett Roadster 


Body Red; Fenders 
Black; Wheels Red 
with Black Striping. 


vc_-o~ CU 


—— 
Chrysler Roadster 


Body Light Yellow; Fenders Black; 
Wheels Yellow with Black Striping 


omo 


construction of fine automobiles has been 
duplicated with remarkable fidelity by 
our engineers. Manufactured to close 
limits by engineering methods, they as- 
semble easily and, quickly. They will 
wear like the steel they are made of. 


It is the intention of the Murray 
Manufacturing Company to familiarize 
the children, and parents of the children, 
of America with this unique line by a 
large national advertising campaign in 
the Saturday Evening Post. 


And this company, with four large 
plants, producing the largest sheet metal 
business in the automotive industry, is en- 
abled by quantity production, to satisfy 
the inevitable demand at a price that will 
make selling easy, and include a satisfac- 
tory margin of profit for the retailer. 


Buick Six 


_ Body Yellow; Fenders Black; Wheels, 
* Yellow with Black Striping. 


Rickenbacker Flyer 








Body Liberty Red; Fenders 
Black; Wheels Red with 
Black Striping. 
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ELECTRIC 
WASHER 


In years to follow Save 
Lamps will still be the over- 
whelming choice of the 


leading distributors be- 





cause dependable quality 
will never be sacrificed for 


price. 


MR. BUYER 


Are you familiar with the many big selling 
points of the new QUEEN ELECTRIC 
\WASHER? Its three outstanding features ! 
are 

If your Wholesaler does 


vena 4 ; not sell them, write us. 
Owner Satisfaction 


Rapid Turnover 





Let us show you our new sales 
plan. No obligation to you. THE SAVE SALES COMPANY 


Every washer is backed by thirty-eight Toledo, Ohio 
years of washing machine building experi- 
ence and is guaranteed to give satisfaction. 


KNOLL MANUFACTURING CO. 
Established 1886 Reading, Pa. 
Washes a tubful in 4 to 8 minutes. 
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Electric 
Waker ZEVERCROUSH 


The PRIMA Washer equipped 
with the famous NEVER- 
CRUSH Wringer, offers you 
a unit that breaks the back- 
bone of competition. It means 
large sales, large profits and 
plenty of satisfied customers. 


The PRIMA will wash clothes 
clean — easily and quickly — 
without harming the daintiest 
fabrics. The elliptical tub is 
perfectly smooth on the inside 
—there are no mechanical de- 
vices to wear or tear the 
clothes. 


The tub is made of Douglas 
Fir— GUARANTEED FOR 
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We have a sales plan that offers big 


possibilities for live dealers. TEN YEARS. volt current. 


Operates on any 110- 
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Satisfaction and Profit are Inseparable 


Regardless of the paper margin of profit 
a dealer cannot profitably handle a prod- 
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his customer use it with satisfaction. 


On that basis we offer you Nilco Quality 
Lamps. 


itis 


NILco LAMP WORKS, INC. 


EMPORIUM, PENNSYLVANIA 
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Made in nine sizes 


Famous Since 1819— 


Surely the fact that over one hundred years of tool making ex- 
perience is built into each and every PEXTO Snip is worthy of your 
consideration. 


The PEXTO Snip line is very complete and consists of every 
practical style and size. The quality of material is the best, the finish 
durable and attractive and they are fully guaranteed. 


Write for Catalogue of Complete Line of Mechanics’ Hand 
Tools 


WORTH WHILE TOOLS 
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The Peck, Stow & Wilcox PEXTD Southington,Conn.US.A. 








July 24, 1924 HARDWARE AGE 17 


iti 


that Stirred 
the World and 
Completed. 
the ne, 


This is the new ABC 
Vacuum Electric Washer 
that has stirred the Washer 
Industry and changed the 
buying and selling plans of 


Retailers all over America. 
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If you do not 
already know all 
about this complet: 
ing unit in the great 
ABC Line and 
what it means to 
you and your com- 
petitor, write us 
for full inside in- 
formation at once 
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Lis New 


ABC 


acuum Electric Washer | 
Ctes “The Fastest Selling Line in all America 
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wee Tools for Radio Work — 


When a hardware dealer in a town of less than 
five thousand people can sell $1,200 worth of 
Radio Equipment the first three weeks, it shows 
the sales possibilities in this comparatively new 
field. 


Realizing the increasing demand for good 
Radio Tools at moderate prices, we are putting 
out a Comprehensive Line of dependable Radio 
Tools which Jobbers and Dealers can profitably 
handle. They are 


Priced Right to Sell Rapidly 


For example: Our ‘“Radio-Lectric” Socket 
Wrench Set with three sockets can be retailed at 
50 cents at a good profit. It is also a big seller 
to Electricians, Auto Mechanics, Telephone Re- 
pairmen and others. Each set is individually 
boxed. Packed 12 sets with Display Card in 
color combination of Red, White and Black. 












Another quick seller is our “Radio-Lectric” 
Wrench Set of 3 little wrenches in a Genuine 
Leather Case which retail at 25 cents a set. These 
and all of our Radio Tools are 


All Mounted on Display Cards 


for use on Counter or in Show Windows. Our 
Radio-Lectric Pliers are Drop-Forged from 
Quality Steel. Made with long slim nose and 
special shape handle for work in close places. 
Wire Cutter between jaws. Rapid sellers at 50 
cents. Packed ™% doz. on Red, White and Black 
Display Card. 


Our Assorted Screw Driver Display is an- 
other fast seller. These splendid Radio Screw 
Drivers in 2, 3, 4 and 5 inch Sizes retail at 15 
cents. 





Write for complete list of Radio Tools: made 
by us to retail at from 15 cents to $1.00. 


We have a real proposition for Jobbers and 
Dealers. 


The Bridgeport Hardware Mfg. Corp. 
Bridgeport, Connecticut, U. S. A. 
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FRICTION & INSULATING 



























y OU can see and feel the stickiness of BULL DOG Tape. Unwrap 


‘WY the tinfoil cover and pull at the end. See how it resists separation 


from the coil. Note the filaments which form in the angle as the un- 


rolling goes on. These are the “life” of the tape, the quality which establishes 


its usefulness for the many purposes to which it 1s applied. This stickiness 
cannot be absorbed by the fabric of the tape, which is specially treated before 


the friction mixture 1s applied. 


Many friction tapes which are sticky and full of life when they come 
from the factory, dry out and deteriorate before they are used on the job. 
BULL DOG Tape will not dry out while it remains in the roll. Its fric- 


tion quality ayes well on the dealer’s shelf or in the repair kit. 


Make a few splices with BULL DOG and test them after a day, a week, 
a month. BULL DOG will hold onto almost any kind of surface. This 
makes it useful not only for electrical work and in the garage, but for all 


sorts of handy jobs about a home, a store, a factory or a camp. 


Friction ‘Tape must not only stick, it must stick fast, lic smooth to make 
a firmly wound joint and hold tightly. BULL DOG Tape stays fresh in 
the roll without hardening, because the natural oils and life of the crude 
rubber gum are reinforced and protected in the manufacture of the Tape, 


thus insuring high insulating and water-proofing qualities. 
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ONG experience in the manu- 


facture of Mechanical Rub- 


ber Goods has taught us the om ) t SS 
value of tape that “ages” well. We Y AI 
GEL. 


have subjected BULL DOG 
Tape to every known test and re- 
commend it for every type of ser- 
vice for which friction tape can be 


used. 


Roll of Bull Dog Tape showing the 


live rubber “‘friction”’ 


Enlargement of Bull Dog roll. Note 

the “long-tooth’’ friction, which ex- 

plains why Bull Dog Tape stays alive 
and sticky 
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The 1-oz. container holds 32 
l-oz. rolls, making a 2-lb. 
display package 


The 8-oz. container holds 8 
8-oz. rolls, making a 4-lb. 
display package 


ULL DOG Friction Tape is offered to the trade in 
the new and convenient packages shown on this 
page. Each coil is wrapped in tinfoil enclosed in 

a cardboard boxand packed in an attractive counter con- 
tainer very striking 1n color and design. A good counter 
container is specially valuable for small wares ot quick 
repeating character like friction tape, as it enables a cus- 
tomer to sell himself by seeing the goods attractively 
displayed. 


The 2-oz. container holds 16 
2-oz. rolls, ma@kinmgya 2-lb. a 
display package mm ANT, The 4-oz. container holds 16 
cae > 4-oz. rolls, making a 4-lb. 
display package 


Wt have adopted as descriptive of the qualities of BULL DOG Tape, the 
phrase “IT STICKS, It HOLDS, IT LASTS.” We believe that these 
are the qualities by which all users will remember and identify it in connection, 
of course, with the bull dog head which appears on every carton and container. 


BOSTON WOVEN HOSE & RUBBER COMPANY 


~Makers of Quality Rubber Goods for Fifty Years 
W orks: Cambridge, Massachusetts Postal Address: Box 5077, Boston, Mass., U.S.A. 
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Sell the Line of 
Least Resistance 


It’s easy to sell the Sand’s Level line because it’s readily 
accepted by your customers. They’ve at least heard of 
Sand’s Levels—of their accuracy and dependability. 
Perhaps they’ve used Sand’s Levels themselves. 





The reputation of Sand’s Levels is the result of over a 
quarter century of satisfactory performance on the job. 


Why waste breath trying to overcome sales resistance 


to unknown or doubtful levels when it’s so easy to sell 
Sand’s and make friends you can keep? 


Let Your Customers Know That 
You Sell Genuine Sand’s Levels 


Genuine Sand’s Aluminum Levels ioe the name “Sand’s”’ cast 
in the frame. Sand’s Wood Levels have the Sand’s trade-mark 
oval burned in the wood. Sand’s Levels are widely imitated— 
(the biggest compliment our competitors can pay us)—so show 
your customers you handle the genuine. 





More Than 350 Jobbers Carry Sand’s Levels in Stock— 
There Are Several Near You 


SANDS LEVEL & TOOL CO. 


Owned—J. SANDS & SONS—Operated 
8626 MEDBURY AVE. DETROIT, MICH. 
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Individually 
packaged 


Sold by Hardware, Grocery, House 
Furnishing and Department Stores 
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and the top is off— i 





smooth, clean 
edge all around. Contents , 
of can removed whole. 


Square cans, round cans, flat sardine 
cans—any shape, any size of sanitary 


style cans. omy 
in 


The BLUE STREAK 
Can Opening Machine 
is made by The Turner 
& Seymour Mfg. Co., 
Torrington, Conn. 


Makers of The 


Bue SS} wHIAL 
Egg Beater 
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Machine Screws 
Stove Bolts 
Tire bolts 
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American Screw Co. 


PROVIDENCE , RI. 


WESTERN DEPOT 
225 WEST RANDOLPH ST., CHICAGO, ILL. 
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All grades of wire cloth, from the finest weave to the heaviest, come 
from the looms of the Wickwire Spencer weaving mills. Whatever 


your requirements may be, the production departments of these plants 
will serve you promptly and in complete compliance with your 


specifications. 


AMERICAN WIRE FABRICS CORPORATION 


Subsidiary of WICKWIRE SPENCER STEEL CORPORATION 
General Offices: 41 East Forty-second Street, New York 


Western Sales Office: 208 South LaSalle Street, Chicago . 
WORCESTER BUFFALO PHILADELPHIA DETROIT SAN FRANCISCO LOS ANGELES SEATTLE 
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KITCHEN KOOK 
DEALERS: Let us send 
you free sales helps and 
suggest to you how you 
can tie up with Kitchen- 
kook advertising now 
reaching your trade. 











Do You Want More Stove Sales? 


The Albert Lea Kitchen-: 
kook is built by the Kamp- 
kook folks and operates on 
the same efficient principle. 


Hundreds of dealers in all sections of the country have doubled 
their stove business with Albert Lea Kitchenkooks. Many dealers 


have found it profitable to sell Kitchenkooks exclusively. 
Gas for all burners sup- 


Kitchenkook meets the universal demand for a cook stove that 
is different—and better. It has all the desirable features you have 
looked for in liquid fuel stoves—convenience, speed, economy, 
safety; permanently free of smoke, soot and odor and the price is 
surprisingly low. 


Kitchenkook advertising is bringing the facts about this superior 
stove to prospective buyers everywhere. Write today for detailed 
information about our exclusive dealer-agency and name of jobber 
in your territory. 


AMERICAN GAS MACHINE COMPANY, Inc. 


Makers of the Kampkook 


New York, N. Y. 


“Yhe SAFETY 
, TEST 


Albert Lea, Minn. 


This test shows the remarkable safety of 
the Albert Lea Kitchenkook with its air 
tight fuel tank. The illustration is a repro- 
duction of an actual photograph made while 
the stove was burning. 











plied by master burner. 


One or all burners going 
full speed in two minutes 
from the scratch of the match. 


Produces a flame 50 to 100 
percent hotter than common 
gasoline or oil stoves. 


As clean as city gas, faster 
and more economical. 


Direct contact flame, no 
heat wasting chimneys. 


Uses no wicks; nothing to 
renew or replace. 


Air tight fuel container 
cannot leak. Impossible to 
have stove burning while fill- 
ing. The safety test demon- 
strates its safety. 


Four popular models. Black 
enamel finish. Also supplied 
with white porcelain enamel 


backs. 


LEA 


ITCHEN KOO 


THE IDEAL COOK STOVE 
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Mr. Sproull 
sold 24,000 
ibs. in 1918. 





Sproull’s $500 starts 
big paint business 


The kind of stock you buy, not the money 

you invest, determines your business success. 

Here is a dollars-and-sense message for every 
alert paint merchant 


Back in 1918, Mr. Geo. Sproull 
started a paint store in Shreveport, 
La., with a capital of but $500. 
Today Sproull’s Paint Store is one 
of the largest distributors of paint 
supplies in northern Louisiana. 


From the start Mr. Sproull put his 
money in stocks that returned his 
dollars quickly. The day he opened 
for business, Dutch Boy white-lead 
was on sale. And it sold in the 
amount of 24,000 pounds the first 
year. 

In 1919, this figure went to 40,000 
Ibs. Sales doubled the next year. 
Then they jumped to 120,000 Ibs. in 
1921 and to 160,000 Ibs. in 1922. 
Last year all previous records were 
broken by total sales of 182,450 Ibs. 
—over 91 tons of Dutch Boy 
vhite-lead. 


Mr. Sproull writes that his Dutch 
Boy stock turns over regularly four 
and five times each year. Like other 
progressive merchants, he invests his 
dollars in standard merchandise 
which moves steadily out of his store. 
These merchants know that a forced 
disposal of shelf-weary stock by 
price-cutting or distress sales is a 
poor turnover policy. They put their 
money in advertised, standard mer- 


NATIONAL 


The next year 
sales totalled 


40,000 Ib 


LEAD COMPANY 


New York, 111 Broadway; Boston, 131 State Street; Buffalo, 116 Oak Street; 
Chicago, 900 W. 18th Street; Cincinnati, 659 Freeman Ave.; Cleveland, 820 West 
Superior Ave. ; St. Louis, 722 Chestnut Street ; San Francisco, 485 California Street; 
Pittsburgh, National Lead & Oil Co. of Pa., 316 Fourth Ave.; Philadelphia, John 
T. Lewis & Bros. Co., 437 Chestnut Street. 





s. 





In 1920 sales 
doubled—80,000 


Ss. 


chandise. Then they are sure of a 
steady flow of profits and a safe busi- 
ness growth. 

These alert merchants know that 
the sale of merchandise at the counter 
is only the first chapter in the true 
turnover story. The product itself 
must satisfy customers and build 
repeat orders. It must measure up 
to the manufacturer’s claims. It must 
have back of it a well-known manu- 
facturer’s pledge of service in his con- 
tinuous, consistent national adver- 
tising. 

These are a few of the reasons why 
Mr. Sproull and merchants every- 
where who first bought Dutch Boy 
white-lead by the hundred-weight 
now buy it by the ton and car- 
load. They explain the reports which 
keep coming in telling of such rapid 
increases in the sales of Dutch Boy 
white-lead. 

You, too, can boost your sales 
records with this fast-moving paint 
product. Write to our nearest branch 
or ask the Dutch Boy salesman for 
more information. We are always 
glad to furnish window displays, 
paint booklets, slides, cuts, etc., 
which together with our national 
advertising, help to keep your Dutch 
Boy stock on the move. 





Last year 182,450 Ibs. 
of Dutch Boy were 
sold—an increase 
over the 1918 figures 
of 654%. 
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- Starrett 


Precision Tools 


L}L—S}— S| 


LONG—SATISFACTORY—SERVICE 


























HAT is what mechanics want 
when they buy tools. 


Thatis what they get when they buy 
the tools stamped with those initials 
“L.S.S.” And every mechanic knows 
it. 

THE L. S. STARRETT CO. 


The World's GC Toolmak Send for the new Star- 

¢ World's Greatest Toolmakers 

Manufacturers of Hacksaws Unexcelled rett Catalog No. 23-A. 
ATHOL, MASS. 
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Of Special Significance to Dealers— 


Here is a simple and practical sales stimulator, possessing the qualifi- 
cations of a specialty salesman. 


A National working model of No. 77 Flexible Storm-Proof Barn Door 
Hanger on your counter will produce. It will mean extra sales and 
larger profits. Displays and demonstrations are the surest and quickest 
methods of attracting and holding interest. Use these means to build 


up your hanger business. 


The working model with full sized parts is furnished at small cost 
to Dealers. 


National No. 


against rain and snow. The track is hooded 


77 Hanger is protected Our selling policy is of special interest to 


Dealers. As we have no jobbing distribu- 


so nothing interferes with the operation of 
the hangers. Another one of its many excel- 
the flexible 


which allows the door to swing free in case 


lent features is hinge-joint, 


it is bumped or pushed. 


You can point out its many features clearly 


to your customers on the model. 





tion, material is furnished direct to you, serv- 
ing you to the best advantage—quicker de- 
liveries, stock shipments—more favorable 


prices—greater profits and closer contact. 


All Hangers are packed complete in at- 
tractive box with necessary screws, bolts and 


instructions. 





-Storm-Proof 
HANGER 











Write us for complete catalog and prices. 


NATIONAL MEG. CO. STERLING, ILL. 
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Winds of Emcouragement 


from tine |Pramuries 


HE winds from the plains and the prairies that blow across the 
country today are winds of encouragement. Crops are good in 
most sections and the disparity that has existed so long between 
the prices of manufactured articles and farm products is 
slowly changing in the farmer’s favor, judging from reports and bulletins 
that are being broadcast by the government, by banks and commercial 

institutions and by farm papers. 





Summarizing the situation editorially Farm and Home says that, “al- 


together it appears as though the farmer and his family are about to have 
their innings with lower prices for what they buy and fair prices for what 
they sell.” This is encouraging not only to the farmer, but to the hardware 
merchant and to the manufacturer as well. With better conditions existing 
for the farmer all business factors will improve. 


The same authority quoted above bears further evidence of encouragement 
to business which we take the liberty of quoting for the benefit of many hard- 
ware men who have long been waiting for news of this character. 


“From ever angle farm wealth in the 1924 turnover must make an im- 
pressive total. Shortage in corn promises to be made up in higher unit 
values, while relatively better crop conditions in small grains means a 
splendid total. As to cotton the substantially enlarged acreage with indi- 
cated improvement must mean a fairly large crop despite boll weevil. 

“Not in almost four years has the exchange value of farm products 
reached relatively so high a point. Index number showing purchasing’ 
power of farm products in terms of other commodities stood at 77 for 
May (the year 1913 basis 100) June figure to be determined and probably 
showing further slight advantage for farmers. The Fisher index number 
of American commodity prices first week in July was 143.2 against 155.2 
high point of the year, last February, and 247 the peak in May, 1920.” 


No. 








We also reprint the following comparative table from Farm and Home 
as further proof that this year the winds from the plains and the prairies 
are laden with pollen of hope. 


SIX MONTHS’ GAINS IN CEREAL PRICES, SPOT CASH BASIS 








July Jan. Advance Advance 

1924 1924 Cents Per Cent 
Wheat 120 103 17 17 
Corn 110 71 39 55 
Oats 59 43 16 37 
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Can Electricity Loosen Local Dollars? 


You Bet It Can! 


ERE is another vivid example 
of the kind of advertising and 
sales promotion work that 

manufacturers are doing to increase 
the sale of electric household de- 
vices. The picture tells the story. 

This is a practical example of the 
kind of an ad convention speakers 
and the trade press have frequent- 
ly urged dealers to use in their 
window displays. Advertising like 
many other things is valuable in 
proportion to the way it is used. 
Like a muscle, the more it is worked 
the more effective it is. 

Can’t you imagine the amount of 
interest that a hardware dealer 
could stimulate in his community if 
he put a man in his window stand- 
ing over a wash tub with a sign 
similar to the caption over the ad 
at the top of this page? 

It would be the kind of a window 
display that would attract the atten- 
tion of every passer-by. Besides 
there is no season of the year more 
favorable than summer for pushing 
electrical appliances, especially, 
washers, fans, toasters, percolators 
and all other items that save time, 
enable the housewife to keep cool 
and reduce labor in the household. 

On a warm day in summer the 
hardware dealer can use no better 
kind of advertising than displaying 
and using electric fans. By all 
means have an electric fan inside 
your store cooling the temperature. 
If it is possible it might be a good 
idea to have a fan near the entrance 
so that the moment a customer en- 
ters he will feel gratified that he 
walked in. Put up a sign either in 
your window or near the door an- 
nouncing that it is a certain num- 
ber of degrees cooler inside. Invite 
passers-by to come in and get cool. 
Many dealers have found it paid 
them to have a water cooler inside 
the store toward the rear for the 
convenience of customers as well as 
for the use of clerks. 

The importance of stressing the 
labor-saving value of electric house- 
hold appliances in hot weather 


if father did the washing 
just once! 


lf every father did the family 
’ “ washing next Monday there 
would be an electric washing 
machine in every home be- 
fore next Saturday hight. 


For fathers are used to figur- 
ing costs. They'd say: “The 
electricity for a week's wash- 
ing costs less than. a cake 
ef soap. Human time and 
strength are too precious for 
werk which @ machine can 
do so cheaply aad well.” 
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Are You 
Getting Your 
Share 


Of the business that is re- 


sulting from National 


You wili find the 
* ‘ft 





Advertising of this char- 
acter? Tie up with this 


and build your sales. 





should not be underestimated. This 
is the time to use every argument 
that you have ever heard or can 
think of to sell electrical goods. 
Take advantage of the advertising 
that manufacturers are doing in the 
women’s papers and in the national 
fiction magazines and couple your 
advertising and window displays 


with it so as to get the utmost value 
out of it. To pass this by or not 
to know what is being done in this 
connection is nothing more nor less 
than downright waste. It is a waste 
of opportunity, it is a waste of ma- 
terial that should be used and it is 
a waste of ideas. 

Some time ago a nation-wide sur- 
vey was made of the electrical mar- 
ket possibilities in the United 
States, and it was found that there 
were about 10,800,000 consumers of 
electric light and power in the coun- 
try, or about one person out of every 
ten of the population. 

This means, of course, that the 
possibilities for selling electrical 
equipment depend, to a large extent, 
on a more extensive use of elec- 
trical power. In this connection the 
hardware retailer can play an im- 
portant part, especially in develop- 
ing small communities. The hard- 
ware retailer today who does not go 
after wiring contracts, and who 
does not follow up building projects 
is not making the most of his op- 
portunities. 

Contract work, of course, requires 
a certain amount of technical train- 
ing, or an experienced electrician to 
handle this end of the business. 
Many hardware dealers do not care 
to handle this work, but those who 
have had experience with it, have 
found, in the majority of cases, that 
they have been able to build up 
through their wiring and repair de- 
partments, a large amount of busi- 
ness in appliances and household 
articles which they never would 
have been able to have developed 
without having first laid the ground- 
work for the more profitable sales. 

There should be no slump in sum- 
mer business for the modern hard- 
ware merchant who is awake to the 
opportunities that are in every piece 
of modern merchandise. Do the un- 
usual. Do what others don’t do. 
People are always interested in any- 
thing that is different. Don’t do 
likewise; do otherwise and keep do- 
ing it. 
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What Others Have Done You Can Do 
With Electrical Goods 





Wm. E. Barnes, Inc., Memphis, Tenn., changed a coal 
bin into an electrical display room and in- 
creased its sales 200 per cent by concentrat- 
ing on householders and small electrical 
jobs. 


The Gunther Hardware Co., Quincy, Ill., features 
electric vacuum cleaners, advertises twelve 
months of the year and gets the cooperation 
of the American Legion in making special 
sales. 


Loew Hardware Co., Cleveland, Ohio, sells $10,000 in 
in electrical goods annually. It sells $4,000 
worth of bulbs, $1,000 worth of electrical 
appliances and 500 flashlights every year 
by means of window displays, advertising 
and personal service to customers. 


The Ice Hardware Co., New Castle, Ind., turned its 
vacuum cleaner stock fourteen times last 
year by consistent advertising, window dis- 
plays and an outside salesman. 


The Rechlin Hardware Co., Bay City, Mich., keeps a 
mailing list of 2500 names working for it 
all year around and sells a large volume of 
electrical household equipment on the in- 
stallment plan. 


Bunting Hardware Co., Kansas City, Mo., sells 400 
washing machines a year by sticking to one 
line of goods and pushing that line to the 
limit and by giving away a case of laundry 
soap with every initial purchase of a wash- 
ing machine. 
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Build Up Your Sales 
Curve With Cutlery 


C. SIMMONS once character- 

H ized cutlery as “Hardware’s 

e Sweetheart,” probably because 

it was a very profitable line and be- 

cause a sale of a worthy piece of 

cutlery made a lasting friend and 

satisfied customer of the hardware 
dealer involved. 

Cutlery might be called “personal” 
merchandise, and the man who buys 
something he uses at least once a day 
is apt to think very highly of the man 
who sold him quality merchandise. 

The fact that cutlery holds a high 
place in the esteem of the hardware 
merchant is demonstrated by the fact 
that there are few, if any, stores where 
the cutlery does not occupy space very 
close to the front door. This floor 
space is the most valuable in the store. 

But, regardless of the fact that the 
line is profitable and a builder of good 
will, there could be more window dis- 
plays than has been the custom in the 
past few years. 

Perhaps some dealers dislike to trim 
cutlery windows because of the longer 
time to make up a display of the small 
items, and others do not relish the 
idea of having the merchandise attain 
a shopworn appearance. While there 
is no way to shorten the time of 
putting in a cutlery window, certainly 
there is no excuse for the merchandise 
becoming tarnished or shopworn. Any 
window that is left in long enough to 
damage the merchandise has long ago 
lost its appeal to the public. Displays 
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must he changed often and there are 
very few windows that have any pull- 
ing power if left on display over seven 
days, although in rare instances some 
windows draw for two weeks, but never 
longer. 

The two illustrations vary widely in 





Loves His 
Knife 


That’s one of the reasons 
why cutlery is called the 
“personal” merchandise. 
When a man buys some- 
thing that he uses many 
times a day, he is apt to 
think frequently of the 
place where he bought it. 
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location but showed little difference in 
results. The Vonnegut Hardware Co., 
Indianapolis, Ind., never fails to take 
advantage of the opportunity of push- 
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ing cutlery. Orval D. Harrison, the 
display man, knows how to trim the 
windows so people will “Stop, Look 
and Buy.” The window illustrated is 
not hard to arrange. The background 
is made of sampled panels, which were 
trimmed on the edges with shaving 
creams and preparations. The three 
elevated platforms in the rear of the 
window were regular display stands 
covered with velvet. 

The range of items was a broad one 
and took in practically the whole cut- 
lery field. The women were interested 
in the paring knives, kitchen cutlery, 
embroidery scissors and shears. The 
men found all of the shaving apparatus 
they needed together with the razors 
and blades. Then there were pocket 
knives and watches which were of in- 
terest to all ages. Neat little piles of 
knives were made right next the glass 
and each contained a good sized price 
card. In fact, everything in the win- 
dow was price tagged. 

A recent display of Fiske-Lumsden 
Hardware Co., Boulder, Colo., also pro- 
duced most satisfactory results. Three 
decorative art panels were used at the 
back and the various items displayed 
on regular display stands. Some of 
the knives were grouped in plush-lined 
trays, which were elevated slightly. 
This window included flashlights, ali 
kinds of pocket cutlery, razors, carving 
sets, scissors, shears, strops, flat kitcher 
cutlery and hunting knives. It had 
the same wide range of appeal. 
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Multiplies Sales by Eight 


NOVEL display shelf, suspended by chains from the ceiling of their 
store, increased the lawn accessory business of a Milwaukee con- 


cern by eight times last summer. 


It was a simple device, too. 


A pile of loosely coiled garden hose was placed on the floor while 
overhead, on a double-decker shelf, were arranged nozzles, sprays and 
other lawn accessories. 

The shelf was approximately eight feet long by three feet wide. It 
was suspended about four and one-half feet above the floor, the second 
deck being about one foot higher and not so long nor so wide. 

The display thus was so placed that it was easy for people who came 
into the store to see and to examine the accessories without asking a sales- 


man to show the merchandise. 


himself. 
Idea. 


Nine times out of ten, the customer sold 
All the sales force had to do was “wrap it up.”—From The 
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Windows that 


SOLD CUTLERY 





A fine sense of balance is observable in this cutlery window of the 
Fiske-Lumsden Hardware Co., Boulder, Colo. Three decorative art 
panels are used with good effect in the rear of the window, while the 
cutlery is shown on regular display stands. 


3 


AAA AN A A: 


. ¥ 


GOETEOUEE 
bi 

WA NAANANS: 

IFAT IIIS, 


This striking cutlery display was prepared by Orval D. Harrison, dis- 
play manager of the Vonnegut Hardware Co., Indianapolis. The back- 
ground is of sampled panels, trimmed on the edges with shaving creams 
and preparations. 


son 








37 











HARDWARE AGE 


July 24, 1924 


Focusing Attention on 


Opinions of Manufacturers, Jobbers and Retailers 


A. T. Simmonds, Simmonds Saw & Steel 
Co., Fitchburg, Mass.—“As far as we are 
concerned, there is no great problem about 
which we are disturbed today. Perhaps 
our greatest problem for the moment is 
to know whether we shall continue ex- 
panding our own selling end by way of 
increased number of branch houses or 
whether we shall do much of this business 
through the jobber and dealer.” 


J. J. Charles, Hibbard, Spencer, Bartlett 
& Co., Chicago.—‘‘The question you ask 
as to ‘what is the greatest problem in mer- 
chandising today?’ is one which seems to 
me is almost impossible to answer with 
any accuracy. 

“Perhaps today the most important 
thing in this line is to be able to keep 
down your expense account in line with 
the amount of business you are doing and 
the profit you are able to make. The per- 
centage of profits which jobbing hard- 
ware houses have been able to secure has 
not enlarged as rapidly as the increased 
cost of doing business. 

“In such a business as ours the cost of 
labor is altogether the largest item in our 
expense account. The cost of living has 
been reduced somewhat since the war 
years, but there has been no reduction 
in the price of labor, and we see very 
little chance of such a reduction until 
the cost of living is radically reduced. 
How to accomplish this is a question 
which is being studied very carefully by 
every manufacturer and distributor, but 
so far no solution has been offered. 

“At the present time business is suffer- 
ing in this section on account of cold and 
unseasonable weather, and how to change 
this is another problem which is unsolv- 
able. 

“We always have before us the prob- 
lems of buying our merchandise at prices 
low enough so that they can be sold at a 
profit large enough to pay the cost of 
doing business and give a small return 
to our stockholders. 

“The solving of these questions has to 
be done from day to day, and there are no 
ways or means which can be suggested 
as a definite policy in solving them.” 


F. A. Ernst, Ernst Hdw. Co., Seattle.— 
“The greatest problem in merchandising 
today, in my opinion, the greatest prob- 








be solving of 
these ques- 
tions has to be 
done from day to 

— and there 
are no ways and 
means which can 
be suggested as a 
definite policy in 
solving them. — 
J. J. Charles. 


7 a greatest 
problem in 
merchandising 
to-day is to learn 
how to get a 
profit, and to 
definitely under- 
stand that goods 
are sold for the 
purpose of mak- 
ing a profit.— 
F. A. Ernst. 


BELIEVE the 

greatest prob- 
lem in merchan- 
dising today is to 
get goods to con- 
sumers at prices 
they are willing 
to pay.—Fayette 
R. Plumb. 








lem confronting the hardware merchant, 
is to learn how to get a profit and to 
definitely make up his mind that when- 
ever he sells goods he must make a profit. 

“Secondly, if the hardware merchants 
would merchandise as the department 
stores and 10-cent stores do, by displaying 
their merchandise, taking it out of the 
drawers where it is not seen, to the top of 
the counter and putting a price on it in 
order that the public might see it, they 
would all be making money.” 


Fayette R. Plumb, Fayette R. Plumb, 
Inc., Philadelphia.—‘“I believe the greatest 
problem in merchandising today is to get 
goods to consumers at prices they are 
willing to pay. The war debt, and conse- 
quently the necessarily high taxes, place 
a burden upon us which adds to the cost 
of living. The public generally do not 
realize that, as a result, greater effort and 
greater efficiency are necessary to main- 
tain the same standard of living as pre- 
vailed before the war. On the contrary, 
many people think that they should get 
more for less work. This is why we all 
want more for our own services and then 
object to the high prices charged us for 
the things we buy. 

“This same spirit has spread into busi- 
ness. Too great emphasis is placed upon 
service and too little upon cost. Services 
are rendered which are not worth what 
they cost. Retailers will order individual 
items for customers, which they do not 
carry.in stock, shipped by parcel post, and 
expect the jobber to render them this ser- 
vice either free or without a sufficient 
charge to cover the cost. Wholesalers ask 
manufacturers to ship similar orders di- 
rect to retailers and try to get the manu- 
facturers to assume the cost of this ser- 
vice. There is scant realization of how 
much such services actually do cost and 
how the multiplicity of such orders inter- 
feres with economical production and dis- 
tribution. One of the leading jobbers told 
me that his record showed it cost them 
$1 to make out an invoice. We figure the 
cost of entering, filling and billing the 
smallest order is not less than $2.50. 

“When a consumer wants some pattern 
or size of hammer or hatchet or axe which 
a particular retailer does not have in 
stock, he certainly would not be willing 
to pay $2.50 added to the price in order 
to get this tool from this particular re- 
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tailer. It would be a very rare case that 
it would pay the retailer to assume a 
charge as large as this in order to accom- 
modate this customer. I claim, therefore, 
that even if the retailer can shift the 
charge over to the jobber and the jobber 
can shift it to the manufacturer, it is 
economically unsound to render the ser- 
vice and that it is better for the retailer 
to direct this customer to some other store 
where he can get the particular tool he 
wants. 


“Wholesalers in their endeavor to hold 
their stock to a minimum are many of 
them reducing it to the danger point, 
where they are not able to render satis- 
factory service to their customers, and 
some of them are trying to shift the bur- 
den to the manufacturer of carrying stock. 
This I believe to be a short-sighted policy 
on their part, because if manufacturers 
have to perform the jobbers’ function of 
carrying a stock to make quick delivery, 
they might find it economical to increase 
their sales force sufficiently to sell direct 
to retailers in the larger centers of popula- 
tion, especially chain stores, and rely upon 
houses that distribute to retailers or to 
consumers by catalog in order to reach 
the points that it would not pay their 
salesmen to cover. 

“T am a firm believer in the economy of 
distributing hardware through the natural 
channels; that is, from the manufacturer 
through wholesaler to the retailer. I 
don’t believe that it is economical for a 
manufacturer to set up a jobbing depart- 
ment, but if a manufacturer is forced to 
carry a stock and to make direct ship- 
ments to retailers, the natural thing for 
him to do is to seek payment for such 
services by selling retailers direct at retail 
prices.” 





L. H. Bronson, Bronson & Townsend Co., 
New Haven, Conn.—‘“I will be specific in 
answering the question contained in your 
letter of the 17th, but will not pretend to 
discuss the answer at all. I believe that 
the problem of all those engaged in dis- 
tribution is—How better to satisfy the 
consumer. 


“It is from the consumer that all of us 
make our real profit. To better satisfy 
the consumer there must be found a way 
to do a better job in the way of distribut- 
ing merchandise; to give better service. at 
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Fundamental Factors 


on the Biggest Merchandising Problem of the Day 











T HE greatest 

problem, as I 
see it, is that 
there are too 
many storekeep- 
ers and not 
enough mer- 
chants, or intelli- 
gent merchandis- 
ers of products. 
—Isaac Black. 


| i is from the 
consumer that 
all of us make 
our real profit. 
To better satisfy 
him there must 
be found a way 
to do a better job 
in the way of dis- 
tributing mer- 
chandise.—L. H. 
Bronson. 


r HE’ greatest 
problem fac- 
ing the hardware 
merchant today 
is that of build- 
ing up a loyal 
and efficient sales 
organization and 
establishing close 
personal contact 
with the trade he 
serves. — R. W. 
Hatcher. 
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a lower cost. I believe this can only be 
done by the three factors in distribution 
looking upon themselves as each being a 
department of a big business, the three 
departments really cooperating with each 
other to the end that the consumer may 
get that which he is demanding.” 


R. W. Hatcher, R. W. Hatcher Hdw. Co., 
Milledgeville, Ga.—‘‘There are many im- 
portant factors which combine to deter- 
mine the success or failure of the hard- 
ware merchant. Buying is one of these 
factors, for it has much to do with the 
turnover and the profits. Accounting is 
likewise of great importance. Advertis- 
ing and stock arrangement and display 
are also worthy of very careful study. 

“The greatest problem facing the hard- 
ware merchant today, however, is the task 
of building up a loyal, efficient sales or- 
ganization and, with the aid of that or- 
ganization, establishing a close and 
friendly personal contact with the trade 
he serves.” 





Isaac Black, Russell & Erwin Mfge. Co., 
New Britain, Conn.—‘“The greatest prob- 
lem as I see it is that there are too many 
storekeepers and less merchants or mer- 
chandisers of products. 

“The unsuccessful merchandiser is, 
first, one who lacks executive ability to 
run a business; the one who tries to sell 
goods, not having a proper and sufficient 
knowledge of the goods he attempts to 
sell; the one whose store is ill-kept, is 
not acquainted with the word service or 
its meaning; a poor collector, consequently 
a poor payer of his obligations, and who 
finally is a failure in business. 

“Reverse this situation and you then 
have the successful business man; the one 
who is on the job constantly; puts 
thought into everything that he does; is 
never satisfied with the knowledge he has 
of his business or the merchandise he 
handles, but is continually open to sug- 
gestions; looking for new ideas; adopting 
the ideas of others that are good; has the 
kind of a store that you want to do busi- 
ness in; whose every act is of service to 
the community; and not only solves his 
own problem of merchandising, but that of 
the manufacturer whose line he repre- 
sents.” 





7 1TH the Tea Pot Dome lease 
W investigation holding the 
spotlight on the first pages of 
our daily newspapers, it would be 
well to note that this is not the first 
scandal to emanate from the tea pot. 
Think of the many alleged “kind 
words” spread about at a tea party 
—mostly concerning an absent mem- 
ber. But be that as it may, our 
chief interest at the present time is 
—who furnishes the tea pots? 

If the scene were laid in Youngs- 
town, Ohio, we would wager that 
many were furnished by The Stam- 
baugh-Thompson Co. This com- 
pany buys tea pots by the gross, 
features them in window displays 
and on a display table inside, and 
turns over the stock at a profit. 

Keeping a tea pot window display 
intact has been one of the many 
pressing problems of Display Man- 
ager S. T. Trinkle. He makes no 
secret of his window display plans. 
He works with the shades up, night 
and day, thus drawing a crowd. 
Ostensibly he ignores the spectators, 
but actually he makes a play for 
their added attention. As he fixes 
the merchandise he gives a visible 
gesture of admiration for the quality 
and design of the tea pot in his 
hand. 

One week night he worked out the 
display shown with this story. The 
next two days the store sold one 
gross of tea pots. The demand 
came so fast the salesmen were 
forced to pillage the window display 
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Millions 
ot Tea 


Drinkers 


So Millions of 
Tea Pots Are 


Sold Annually 


HE Stambaugh-Thompson 

Co., of Youngstown, Ohio, 

gets it share of this busi- 
ness because it pushes this line 
energetically, and makes use 
of attractive window and in- 
terior displays. 
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while the overstock downstairs was 
being brought up. Trinkle replen- 
ished the display several times that 
week. When the HARDWARE AGE 
photographer arrived on the scene 
Trinkle decided he would “straighten 
and ‘tidy” the window before taking 
the picture. He entered the window, 
and his antics therein brought three 
sales quicker than we can tell it. 
Two of these sales necessitated a 
raid on the freshly arranged window. 

A month previous a dozen-odd 
patterns of tea pots were placed on 
a display table. The display was 
completely sold out in three days. 
All of which proves there is a real 
thirsty demand for tea pots. There 
is a good profit involved and the 
types vary enough in design to lend 
themselves readily to an attractive 
display either in the window or on 
a display table. 

Closely related to tea pots are the 
dainty china tea sets, consisting of 
cups, saucers, pot, cream and sugar 
and plates, which are also given at- 
tention in this Ohio hardware store. 

It has been observed that the 
purchaser of an earthen tea pot is 
easily interested in the tea sets and 
frequently buys on the spot when 
sufficient sales thought is given the 
task. 

The Stambaugh-Thompson Co. 
have a permanent table display of 
tea pots. The company’s experience 
with tea pot window displays has 
been so successful and profitable that 
it plans frequent window displays. 
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“Richt now the canning 
season is on in earnest 
and offers the hardware 
merchant unlimited oppor- 


tunity for attractive 
counter and window dis- 
play” 


anning Supplies—An Open 


Road to Profits 


OMETIMES I wonder if every- 
S body in the country is canning. 

I have just returned from a trip 
in the field, where I talked with can- 
ning enthusiasts, teachers of can- 
ning, children canning club mem- 
bers and merchants of all kinds who 
sell equipment for canning, and I 
am more firmly convinced than ever 
of one thing—that is, canning equip- 
ment needs more intensive merchan- 
dising. 

A grocery merchant in Newark, 
Del., startled me when he said he 
would rather have customers who 
bought home canning supplies than 
those who purchase canned goods 
from his shelves. “Why,” I said, 
“surely canned foods run into much 
greater volume than glass jars and 
rubber rings.” His answer was 
illuminating. “Why, it isn’t a ques- 
tion of volume at all,” he said; “‘the 
point is entirely an economic one. 
It is a question of thrift and home 
management, the essentials of a true 
housewife, and these are the sort of 
housekeepers who make the best cus- 
tomers in the long run.” People who 
live out of tin cans and the delica- 
tessen store are hand to mouth buy- 
ers. Home canners are the sort of 
folks who make their own bread and 


By RENA M. FARRELL 


Trade Research Department, 
Boston Woven Hose Co., 
Cambridge, Mass. 


cake, so buy flour, lard, milk, eggs 
and sugar in large quantities. 

Some people will tell you that 
home canning is an old-fashioned 
industry. Perhaps that is true, but 
it is no more old-fashioned than 
keeping house and saving money, 
and the country needs both. Last 
week I spent a day at a children’s 
camp in Maryland. Here were 
groups -of prospective housewives 
who were interested in home making 
activities of various kinds, includ- 
ing canning. There are hundreds 
more to whom canning is being 
taught as an essential feature of 
thrift and home craft. These chil- 
dren can tell you what constitutes 
the desirable points in the different 
types of glass jars, how to test a 
jar rubber for cold pack canning, 
the practicability of the water and 
steam canners and hosts of other in- 
teresting facts about equipment 
which every retail merchant could 
use to advantage. 

Right now the canning season is 


on in earnest and this time of year 
Offers the hardware merchant un- 
limited opportunity for attractive 
counter and window displays. The 
other day at Wanamaker’s in Phila- 
delphia I saw one of the most in- 
teresting display tables which I 
have noticed this year. It was sim- 
ply an assortment of knives, corers, 
parers, seeders, slicers, and all sorts 
of novelty utensils for the prepara- 
tion of fruits and vegetables for 
canning. The.,whole point in the 
display was its completeness. Al- 
most every article can be found 
“somewhere” in a _ well equipped 
hardware store, but the grouping 
made the assortment seem endless. 
What woman who cans at home 
could pass that table without a de- 
sire to enlarge her stock of labor- 
saving kitchen tools? I, for one, 
couldn’t resist the temptation to 
purchase several articles which I 
had never known by name but of 
which the intelligently displayed 
stock was the effective silent sales- 
man. 

The Delaware grocery merchant 
who has found home makers to be 
his best customers might be further 
convinced of the truth of his phi- 





42 


losophy if he kept a hardware store, 
for these housewives “who buy glass 
jars and rubber rings” also need 
break mixers, aluminum and agate 
ware, lawn mowers, garden hose and 
garden hardware, and I doubt very 
much if the sort of folks my friend 
the grocery man classes as the 
“delicatessen” type ever need a ham- 
mer, a saw or a supply of paints or 
varnishes. 

It will pay any hardware mer- 
chant to display home canning sup- 
plies this summer. We have had 
two lean canning years because of 
fruit crop failures and high sugar 
prices, but all indications point to 
an old-fashioned volume of preserv- 
ing this season. 

I find that people divide their can- 
ning program into four parts, name- 
ly, preparing the product, providing 
containers, canning or processing, 
and sealing and storing. Each of 
these steps requires equipment the 
hardware merchant sells. Why not, 
then, a table divided into four parts 
with the various items classified 
under such headings as above men- 
tioned? Under “preparing the prod- 
uct” come, of course, the knives, 
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smal] tools such as I saw at Wana- 
maker’s, including vegetable brushes, 
fruit presses, etc. In the second 
group come glass jars, extra jar 
covers and rubber rings. The third 
step brings us to a wide range of 
useful articles, for here you find the 
canners, preserving kettles, sauce 
pans, measuring cups and spoons, 
scales, funnels, colanders, strainers, 
ladles, wooden spoons and pad- 
dles, jar lifters, duplex forks and 
the countless other articles which 
enable the worker to get the product 
into the jars with the greatest ease 
and correct proportions Then there 
is the fourth and last group—here 
we have jar wrenches, jar openers 
and jar lables. This may seem ele- 
mentary, but it must be remembered 
that each year brings new house- 
keepers, and there is no more en- 
thusiastic canner than the young 
bride who has learned canning at 
normal school or college. She is the 
best canner, for she has learned the 
modern scientific methods and she is 
the best prospect for your business 
because she wants the latest and 
most complete equipment. 

A logically arranged display table 
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or window will remind her of the 
necessary items for the different 
steps and will undoubtedly be the 
means of her purchasing them all, 
at one time, and in your store. 

Some hardware dealers with whom 
I have talked complain of the fact 
that people do not come to their 
stores for canning supplies, and that 
is why I say the hardware merchant 
needs more intensive selling effort 
on canning equipment. Not one of 
these merchants doubt the potential 
market for these supplies, but the 
trouble seems to be that the local 
buying is not concentrated at any 
one point. What is more logical 
than that the local hardware store 
should be the neighborhood head- 
quarters for these goods. The 
housewife needs to be reminded, and 
here is the value of intelligent dis- 
play. The old trade saying, “goods 
well displayed are half sold,” was 
never more aptly applied than in the 
case of goods which have a distinct 
season, although an all year round 
sale may justify their being kept in 
stock. 





taining writer. 


next year. 





The “Big Four” 


Mr. Llew S. Soule, Editor 
“Hardware Age” 


My dear Mr. Soule: 
Do you know that you have a man’s job ahead of you making 


“Hardware Age” for 1925 as interesting as it is this year. 
special subjects have made quite a “hit.” I refer to: 

“Builders Hardware,” by my friend Billy Thomas. 

“Forty Years of Hardware,” by Norvell who is a most enter- 


“The Sales Manager,” by himself. 
“Store Arrangement,” by Mr. Mappes. 
This covers the “Big Four,” and you will have to “go some” for 
Every one of these possesses merit and are being care- 
fully read by practically everyone in the hardware trade. 

They are not only interesting, but instructive as well, and I con- 
gratulate you on having been able to get such good people to con- 
tribute to your magazine. 


Yours very truly, 


James C. Lindsay Hardware Co. 
A. J. BIHLER, Vice-President and Treasurer. 


The 
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Carrying Out the Plan 


By “The Sales Manager”’ 


that when we have a good plan, immediate 

success is ours. Only defeat, failure and losses 
teach us that the execution of a good plan is just as 
important or more important than the plan itself. 
When we have accepted a plan, when we have decided 
to carry it out, then the real work begins. Let me 
emphasize that there are two phases. One is the plan 
and the other is the careful working out of the execu- 
tion of the plan. This latter phase of the two is the 
most important. 

I can tell a true story of what happened in a certain 
business in the past three years. This business was 
based on an absolutely sound and correct plan. It 
could be figured out on paper to be profitable. It was 
a publishing business. At the time, printing, paper 
and everything in connection with publishing in the 
way of expenses was at the very top. If the plan 
could be carried out and if this publication could be 
put on its feet with a fixed subscription rate and fixed 
advertising rates and show a profit based on the high 
expenses of publishing at that time, when expenses 
decreased, as the income of the publication was fixed, 
profits would increase. This publication was a going 
concern. It was only necessary to carry out the plan 
of developing this business. The plan was absolutely 
sound. What happened? 

The head of this publication was so full of so many 
brilliant ideas that it was simply impossible for him 
to attend to the necessary details of the business. 
He did not have time to answer letters. He did not 
have time to look after the managing of his force of 
employees. He was too full of ideas. If you would 
let him, he would entertain you for hours with plans 
that would produce millions. He was a regular Colonel 
Sellers. Most of his plans were good but, unfortu- 
nately, he did not devote the time and work to carry 
out one plan. This very brilliant man lost the control 
of his publication. 

Another man, without any plans, obtained the con- 
trol. This latter man, however, did attend closely to 
all the details of the business. He carried out the 
original plan. On account of his hard work, thor- 
oughness and care in every detail of the daily han- 
dling of the proposition, he made a phenomenal success 
of the publication and has put the business on a very 
satisfactory, profitable basis. 

There was a salesforce here in New York City that 
was floundering around. The sales manager of this 
concern had a new plan almost every day. These plans 
were put out in a half-baked form. The salesmen had 
hardly started with one plan before some other plan 
would be suggested. The poor salesmen became be- 
wildered. 

Finally a new sales manager was put in charge of 
the proposition. The first thing he did was to care- 
fully size up the market and the line of goods to be 
sold. He talked with each individual salesman and 
he allowed each of these salesmen to do some of the 
talking to express their views of what should be done. 


M ‘tet of us in business have the idiotic idea 


Soon, without much delay, a definite sales plan was 
worked out. This sales manager then took the time 
and trouble to write out by paragraphs, numbering 
each paragraph, exactly what the sales plan was. 
Even the talk to the customer was written out. This 
written sales plan was put in the hands of each sales- 
man. Then each salesman, after studying it, had to 
pass an examination on the plan. If there was any- 
thing he did not understand, this came out during 
the examination, and everything was explained. This 
examination brought out several facts, one of them 
being that a few of the salesmen on the sales force 
did not have sufficient mentality to understand a sim- 
ple sales plan, even when it was typewritten and 
handed to them. The new sales manager was brought 
face to face with his good, medium and poor sales- 
men. He knew what changes it would be necessary 
to make in his force—but this part is a side issue in 
the story. 

These salesmen on the first of June started out with 
this definite sales plan given to them in writing. 
Careful records were kept of their daily sales. All 
of the salesmen met the sales manager every Monday 
night to talk over the previous week’s work, to ask 
questions and to be given further instructions. The 
records of all the salesmen were shown on a black- 
board. What was the result? This house in the us- 
ually dull month of June sold more of their goods than 
they had ever sold before to the New York City trade 
in a single month. 

Another thing happened. An expert special sales- 
man spent several days with each of the regular men. 
Every time this salesman would join the regular 
man sales would increase. Several of the old-timers 
refused point-blank to have this salesman work with 
them. When the record was shown on the blackboard 
at the Monday night meeting, it was demonstrated 
clearly that these men who thought they did not need 
any assistance were tail-end performers when it came 
to actual results. In a word, they not only needed 
to be shown how to sell the goods, but they also needed 
a demonstration to the effect that’they did not know 
the line, could not not sell the line but, what was 
worse still, did not know that they did not know and 
could not sell the line. It took a demonstration such 
as this to show them by actual figures that they could 
not produce. In one case a salesman, after a Monday 
night meeting, said—“All right. Send this special 
salesman to help me. I am willing to learn.” This 
salesman did help him. His sales immediately in- 
creased and afterward, for the rest of the month, he 
continued to sell more of the goods than he had sold 
before he received the assistance of this special 
salesman. 

These actual experiences in selling are worth think- 
ing about. 

It is, however, only fair to say that the last selling 


(Continued on page 85) 
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Estimating the Quantity of Hardware 


By W. N. THOMAS 
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q Estimating quantities of hardware has always been a more or less 
formidable undertaking to the average hardware merchant, and 
this article by Mr. Thomas will be particularly welcome because 
of the thorough and detailed manner in which it goes into the 
subject. 














working together, have selected and printed a 
number of “details” to which “standard hard- 
ware” can be applied. These “details” conform to 
those used by most of the best architects. The more 
they are used the less “special hardware” will be re- 
quired which will eliminate much unnecessary expense 
and annoying delays. For our purpose, these “de- 
tails,” printed herewith, will be referred to. 
This “schedule of openings” is the result of the pre- 
ceding article: 


First Floor 


(1) 1 Single front entrance door, 3 ft. x 7 ft.— 
right hand. 
(2) 1 Pair french doors living room from 
porch, 2 ft. 6 in. x 7 ft. 
(3) 1 Pair french doors hall to dining room, 
2 ft. 6 in. x 7 ft. 
(4) 1 Pair french doors dining room from 
porch, 2 ft. 6 in. x 7 ft. 
(5) Single door hall from coat closet, 2 ft. x 
7 ft. 
(6) Double acting door dining room to break- 
fast nook, 2 ft. 6 in. x 7 ft. 
(7) ati vg a China closet breakfast nook 
(8) Single door kitchen to pantry, 2 ft. x 7 ft. 
(9) Single door kitchen from entry, 2 ft. 6 in. 
eh 4 
(10) Single door entry from cellar stairs, 2 ft. 
6 in. x 7 ft. 
(11) Single door entrance to entry, 2 ft. 10 in. 
ee 3 
(12) Pair doors “cases” in kitchen 
(13) Pair casement sash—open out sun parlor 
(14) Double hung windows, living room 
(15) Double hung window, dining room 
(169 Double hung windows, breakfast nook 
(17) Double hung windows, pantry and kitchen 


NUMBER of the leading hardware makers, 


Second Floor 


(18) 3 Doors hall to bed rooms, 2 ft. 6 in. x 6 ft. 
8 in. 

(19) 1 Door hall to bath, 2 ft. 6in. x 6ft. 8 in. 

(20) 1 Door bed room from bath, 2ft. 4in. x 
6 ft. 8 in. 


HUE eee 


(21) 3 Doors bed room from closet, 2 ft. 4 in. 
x 6 ft. 8 in. 

(22) 1 Door hall from closet, 1 ft. 8in. x 6 ft. 
8 in. 

(23) Pair doors hall from linen closet 

(24) Single door bath from linen closet 

(25) Single doors bath from medicine closet 

(26) Double hung windows bed room 

(27) Double hung windows in bath 

(28) Double hung windows in hall 

(29) 11 Pair outside shutters 


The items of hardware to be used (not the quantities 
of each item) are usually set forth in the “architect’s 
specification.” For the purpose here, however, we 
will decide that as we consider each opening of the 
above schedule and prepare a schedule of the quantity 
of hardware required for this house. 

For convenient reference each opening in the sched- 
ule has been given a number: 

No. 1, Front door. Refer to detail 2 and note this 
door is 2 in. thick, has the face beveled, has a stile 
5 in. wide clear of moulding. This is wide enough to 
accommodate any suitable cylinder lock and handle. 
The “trim” is shown as *%in., but this is only the 
edge that should be protected by the lock strike (the 
standard strike will do this). The full thickness of the 
trim, including the “‘back-band,” we will say, is 14% 
in. This will require butts wide enough to clear it, 
or, as shown in the article printed in the January 
10 issue equal to twice the thickness of the door which 
would be 4 in., plus the thickness of the trim, this 
makes 51% in., less 14-in. for “relish,” this leaves 5 in.; 
so the butts must be 5 in. wide, and 5 in. high, or 
5 in. x 5in. a standard size. It is well to supply three 
butts, and because it is an outside door it is proper 
to use fairly heavy brass butts. In addition to the 
butts, locks and handle, a suitable door knocker may 
be used to good effect, in which case the electric push 
button should be small. 

Nos. 2, 3, 4 are pairs of french doors; that is, 
doors with glass to the bottom rail (see detail 11). 
Note the stiles are only 3 in. wide and 1% in. thick, 
which justifies using three butts to each door to 
prevent them from warping and, following the rule 
referred to above, must be 41% in. x 4% in. The 
doors have rabbeted fronts, and the right hand 
door must open first; so the lock must have a 11% in. 
backset, a rabbeted face and be right hand. As 
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these doors have narrow stiles, lever handles should 
be used on the side opening from you to prevent in- 
juring the hand by striking against the edge of the 
other door. The standing leaf must have a bolt to 
secure it at the top and bottom when closed. 

No. 5 is a narrow door and will have a narrow stile 
(see detail No. 12). This shows it to be 134 in. 
thick with a 3-in. stile which will accommodate a lock 
having a 114-in. backset. Since it is from a coat 
closet that under ordinary circumstances will not be 
locked, it would be all right to use a latch with knob 
outside, but it may have a spindle with thumb piece 
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Plate No. 2. 


Single Entrance and Vestibule Doors. 
with Beveled Front, 
using Cylinder Lock, Front beveled 1% in 2 Inches. 
Regular Backset, 234 Inches. 





Plate No. 11. 


Double Narrow Stile Doors 
with Rabbeted Meeting Stiles, 
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Plate No. 17. 


Double Casement Sash, Opening Out, 
with Rabbeted Meeting Stiles, 
‘using; Rim or Mortise Casement Fastener or Turnbuckle and 
Adjusters. 
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only for the inside as it is for emergency use only. 
This door will require three 414 in. x 414 in. butts. 

No. 6 is a door that swings both ways and should 
be hung with a set of floor spring hinges and have 
a push plate 3 in. x 12 in. on each side. There need 
be no lock as a door of this kind is seldom required 
to be locked. 

Nos. 7 and 12. These cupboard doors, we will say, 
are made alike and will be 1% in. thick. They will 
require two butts 21% in. x 21% in. for each. For one 
door of each pair an “elbow catch” should be sup- 
plied for fastening on the inside and for the other 














Plate No. 5. 


Single Interior Door 
with Flat Front, not Beveled, 
using Bit Key Lock. 








TRI i? 


+— Ww 
' 








$4 4 
— | 


Ps e' a 
je | 


























Plate No. 12. 


Single Narrow Stile Door 
with Flat Front, not Beveled, 
using Bit Key Lock. 
Regular Backset, 1% Inches. 








Plate No. 27. 


Double Hung Sash, 
Bottom Rail and Meeting Rails, 
using Sash Lifts and Fasteners. 


Details to which standard hardware can be applied 
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door a “cupboard turn.” For each drawer supply 
one, “bar drawer pull” or sash lift. This will be found 
more convenient than the regulation “drawer pull.” 

Nos. 8, 9, 10 and 11. These doors are similar, and 
according to detail No. 5, are 134 in. thick with stiles 
41% in. wide—they should each have three butts and 
a 44% in. mortise knob lock. The door No. 11 being 
the one most apt to be tried by a burglar should 
have in addition a “cylinder rim night latch” for 
security when the maid is out, and this door as well 
as door No. 10 may well be supplied with a “barrel 
bolt.” It may be reasonably argued that this is 
rather an over supply of hardware for these two 
doors, but as said before, these are the doors most 
frequently entered by burglars and the extra hard- 
ware recommended is a reasonable precaution. Since 
we are working on the doors suppose we go next to 
the doors of the second floor before we take up the 
first floor windows. 

No. 18. These doors are made to the same detail 
(No. 5) as the first floor doors and should have 
three butts and a 414 in. mortise knob lock for each. 

Nos. 19, 20. These doors are both “bath room 
doors” and will require the same kind of hardware, 
but since No. 19 opens into the bath the butts and 
lock front and strike should be nickel-plated while 
door No. 20 opens into the bed room and should have 
the butts, lock face and strike, in the same finish as 
the hardware in the bed room. For this reason it 
is a good plan to list them separately. The locks 
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for these doors should have the dead bolt operated 
by a thumb knob from the bath room side and by a 
key from the other side in case of an emergency. 

No. 21. These are closet doors and it is not un- 
common to make them thinner than the room door, 
so we will say they are 1% in. thick, but otherwise 
like detail No. 5. This means they may be hung 
on butts 4 in. x 4 in., instead of 4% in. x 4% in.,, 
and that they may be supplied with 31% in. mortise 
knob locks, with knob outside and spindle thumb 
piece inside. 

No. 22. This is a narrow door and made like de- 
tail No. 12, except that it is only 1% in. thick. It 
will require 4 in. x 4 in. butts and a knob lock having 
a 1% in. backset. 

No. 23. These doors will be 1% in. thick, but will 
be taller than ordinary cupboard doors so 3 in. x 3 in. 
butts should be used, two to each door. One door 
should have a good elbow catch to hold it when closed, 
the other should have a 1% in. backset “half mortise” 
catch to be operated from the outside only by a 
knob. 

No. 24 is a single door like 23, and should have 
the same butts and catch. 

No. 25. These doors are % in. thick, and have 
stiles 2 in. wide. They should have 2 in, x 2 in. butts 
and 1 in. backset half mortise catches same as for 
doors 23 and 24. 

No. 13 is a casement sash in sun parlor. As these 


(Continued on page 80) 














First— Because 
Second— Because 


Third— Because 











good fellow 





Five Reasons Why 


FRED APPLING | 

i} Owner of the Valley Hardware Co. 
Fresno California 

Sells more guns and ammunition 
Than most hardware merchants: 


He uses the guns and the ammunition 
He lets people know it 


He gives a vision to every customer 
Who buys a gun 
So that every customer ) 
Sees the possibilities of the gun 
As well as its mechanism 
Fourth—Because he is secretary 
Of the Fresno Gun Club 
| And encourages members to pay 
Their dues and take up club matters 
With him in his store 
Fifth— Because he is an expert 
shot, gun specialist 
and salesman and an all around 


What do you do to sell more goods? 
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Customer Satisfaction 
Builds Radio Sales 


HREE years ago Thibaut & 

Mautz Bros., Marion, Ohio, 

established in a small way a 
radio department. Walter La Tour, 
window trimmer, stock checker, 
floor salesman and a few other use- 
ful things, was a radio fan himself, 
so he became manager of the radio 
section. The firm has been in busi- 
ness 19 years. An enviable reputa- 
tion has been earned. When a radio 
stock was purchased the same care 
and thought was given as would be 
directed to the purchase of any other 
hardware line. 

La Tour was instructed that only 
quality lines made by _ reputable 
manufacturers could be considered. 
From a very small assortment the 
department has grown to the point 
where a $1,200 stock was turned 
three times last year. In January, 
1924, sales amounted to $1,000. The 
cheapest set carried is sold complete 




















Summer 
Radio 


Static was once regarded as the 
Bugaboo of summer radio but 
as sets became more efficient a 
lot of the so-called static dis- 
appeared. The same is true of 
the summer slump in radio sales 
—an efficient selling program 
will go a long way in helping 
eliminate this bugaboo also. 


‘are not complete. 


complete parts, installed ready to 
“listen in.” Marion is forty or more 
miles away from a_ broadcasting 
station, making it necessary to use 
tube sets in most cases. For that 
reason this store does not handle the 
cheaper crystal outfits, but of course 
sells crystals for reflex circuits. 

If a set installed will not work, 
La Tour goes to the owner’s home 
and makes it work. If it is bought 
at Thibaut & Mautz Bros. it must 
give satisfactory service whether it 
is radio or stove polish—that is the 
way La Tour explained it to us. Oc- 
casionally someone will buy a radio 
outfit from a mail order house. 


Usually, these have given trouble or 
The buyers come 
to La Tour for help. In such a case 
he will fix the set, but charge for 
time and material. Such an expe- 
rience impresses the consumer. 




















for $35. All prices quoted include When his friends ask for advice on 
eee me rman et ert 
ig OF THE SET 
nee ee wis ce ie3 Bi vg es 
This Window Won a Prize in the Recent Display Contest of the Cunningham Tube 
Division of the General Electric Co. 
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the purchase of a radio the friends 
are told to go to this hardware store. 

In building up the radio business 
the department manager gave freely 
of his personal time. People who 
had bought equipment at the store 
phoned him at home and asked for 
aid. Sundays, evenings or holidays, 
it made no difference; La Tour was 
on the job to iron out radio wrinkles. 

During both major political con- 
ventions a large loud speaker was 
used on a high grade set to bring 
the convention proceedings clearly to 
the ears of all customers in the store 
and on the street. The conventions 
interested hundreds of people and 
the Thibaut & Mautz radio prospect 
list is larger than ever. 

During the several deadlocks of 
the New York meetings, farmers 
five to ten miles distant phoned the 
store and asked what progress had 
been made in the ballots. La Tour 
asked the name of the caller and 
gave information cheerfully. The 
name, of course, was listed as a first 
class prospect to be sold as soon as 
possible. 

The radio department consists of 
a small show case and a few wall 
shelves in the back under the office 
stairway, a rather inconspicuous 
spot. This fall it is likely that radio 
will be up front and a loud speaker 
projected out over the door transom 
to attract general public attention. 

January, February and March are 
considered the banner radio selling 
months. In the general hardware 
trade these months are compara- 
tively light. Thus a good radio de- 
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partment will go a long way in keep- 
ing the sales curve out of the valleys. 

Walter La Tour says that any 
normal man can learn radio and that 
in learning it will find himself fas- 
cinated with its wonders. He says 
you must study it to sell it, and he 
feels that the hardware store with 
years of good-will behind it and be- 
fore it can do the community a 
great service in handling standard 
radio sets and parts. 

He further suggests that if there 
is no one in the store who is avail- 
able for a radio department it would 
prove a good investment to hire a 
high school boy for afternoons and 
Saturdays. Every town has its am- 
bitious schoolboys of eighteen who 
are radio fiends. Such boys can be 
trained to sell their hobby and make 
a little pin money. 

It is certainly advisable that one 
man be in charge of the radio stock. 
He must read it, study it and like it. 
La Tour clips newspaper circuits, 
has them pasted on the window, and 
puts the necessary parts on a glass 
shelf in the window. A large price 
card is connected to the circuit with 
bright ribbon. This plan has sold 
several complete parts. It is very 
timely selling. Speaking of the man 
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in charge of the radio department 
reminds us that it is not necessary 
for that individual to be a prima 
donna—he can be equally as useful 
in the other departments. 

The Olean Hardware Co., Olean, 
N. Y., does a fine radio business. 
Lee Langworthy is in charge of the 
department. He carries sets selling 
from $15.50 to $65, gives advice on 
building sets, changing standard 
sets, and on general radio problems 
which confront his customers. 

Harry Walther, F. A. Walther, 
Bucyrus, Ohio, has a little profit 
making radio department in the 
front of his store. During the con- 
vention his loud speaker attracted 
such crowds that he found it neces- 
sary to provide benches for his side- 
walk audience. 

Barker, Rose & Clinton Co., El- 
mira, N. Y., have a complete radio 
section on the main sales floor. This 
firm has found it a very active line, 
fitting in well with the general hard- 
ware lines. 

Walter La Tour made another in- 
teresting observation on radio. He 
finds that his radio customers have 
bought at least $300 worth of tools 
and solder in addition to their radio 
purchases. 

The advice offered other hard- 
ware merchants by all 
dealers may easily be summed up by 
saying: Keep your stocks clean, turn 
over the goods as often as possible, 
consider quality the first requisite 
and don’t consider any inferior 
cheap goods. 


of these. 








Introducing the New Product 


HERE are three essential elements in the successful and profitable 

introduction of a new piece of merchandise. First, advertise it in 

the trade papers, so that the dealers will know what it is, what it is 
for, and why they should handle it. Second, merchandise it thoroughly 
in as much territory as may be handled efficiently. Third, advertise it 
well in the territory in which it is merchandised. 
Trade paper advertising is the only kind which a manufacturer can 
profitably do in advance of the thorough distribution of his goods. 
Even if the circulation of the journals used is national and his distribu- 
tion, actual or immediately contemplated, is but partial, trade paper space 
is comparatively so inexpensive that it is a “good buy.” 
ences the trade in the territory in which his immediate merchandis- 
ing effort is to be expended, and at the same time familiarizes dealers 
everywhere with the name and merits of the goods, thus preparing the 
ground for future cultivation—Le Roy Fairman. 


Its use influ- 
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Movement Launched for Important 





Patent and Trademark Reforms 


More Liberal Treatment for Patent Office Demanded— 


Manufacturers and Merchants Urge New 


WASHINGTON, July 21, 1924. 


OMPREHENSIVE reforms in the 
conduct of the Patent Office that 
will have an important bearing 

upon the procurement of patents and 
the registration of trademarks and de- 
signs are contemplated in a movement 
that has just been set on foot by Sec- 
retary of the Interior Work in connec- 
tion with some last-minute measures 
introduced in Congress on the eve of 
the recent adjournment. Manufactur- 
ers and merchants everywhere are 
vitally interested in these matters and 
the entire business community will be 
greatly benefited by the working out 
of the proposed improvements. 

It will be news to many readers of 
HARDWARE AGE that the United States 
Patent Office is an important factor in 
providing revenue for the support of 
the Government. Not only is this im- 
portant bureau self-sustaining, but 
since it was created it has brought into 
the United States Treasury nearly 
eight million dollars in surplus rev- 
enues. 

A Penny-Wise Policy 


A level-headed, experienced business 
man who owned and operated such an 
institution would house it properly, 
provide it with every facility for carry- 
ing on its work and would stimulate its 
expansion in every possible way. Not 
so the Government of the United 
States, which owns and operates the 
Patent Office. 

For more than fifteen years manu- 
facturers, inventors, patent attorneys, 
scientists and other interested parties 
have vainly sought to induce Congress 
to appropriate, out of the surplus in the 
Treasury, to the credit of the Patent 
Office, enough money to construct a 
modern building to house this important 
institution, to provide facilities for its 
operation and expansion and to protect 
the priceless papers which constitute 
its records. A dozen bills for this pur- 
pose have been introduced, but though 
during the past dozen years many new 
bureaus have been created and housed 
on a liberal scale the Patent Office still 
struggles along in its cramped, dingy 
quarters and interests running into the 
hundreds of millions of dollars are daily 
jeopardized because of inadequate staffs 


Trademark and Design Laws 
By W. L. CROUNSE 


of experts, antiquated methods of doing 
business and unsafe file-rooms for 
precious records. 

Skill of a high order is required in 
the big staff of examiners of the Patent 
Office. Each man is supposed to be an 
expert in his class and each finds his 
wits pitted against those of the sharp- 
est and most experienced inventors and 
patent lawyers in the country. 


Salaries Will Not Hold Experts 


The salaries paid these experts, 
however, are so small that a consid- 
erable number are annually tempted to 
leave the employ of the Government 
and either associate themselves with 
private manufacturing enterprise or 
take up the practice of patent law be- 
fore the bureau. 

This means that younger, less expe- 
rienced and less competent men are 
promoted to the vacancies thus created, 
all to the detriment of the service of 
this important bureau. Congress has 
occasionally increased the appropria- 
tion of the Patent Office and the Patent 
Commissioner has done everything in 
his power to retain the services of his 
best men, but the conditions that now 
prevail are most regrettable and serve 
to accentuate to a marked degree the 
shabby treatment accorded by Congress 
to a bureau of vital importance to the 
industries of the country and which 
is very much more than self-sustaining. 

The World War placed a great bur- 
den upon the Patent Office. Thousands 
of inventors all over the country be- 
came active in developing devices, ma- 
chines and paraphernalia related to the 
manifold methods of making war and 
as many more concentrated their in- 
genuity upon the manufacture of peace- 
time products on a larger and more 
economical scale. 


War Stimulated Patent Work 


The number of applications filed 
weekly in the Patent Office rose rap- 
idly from 1914 to 1920 and the volume 
of business is now still far above the 
pre-war level. The technical staff of 
the office, however, has not kept pace 
with the demands upon it and in some 
divisions the work of the office is al- 
most hopelessly behind. 

When Dr. Hubert Work was trans- 


ferred by the President from the head 
of the Post Office Department to the 
Interior he had already made up his 
mind to do something for the Patent 
Office. He has since made an investi- 
gation, the results of which have satis- 
fied him that while legislation is neces- 
sary to provide entirely adequate fa- 
cilities for.the bureau much can be done 
by reforming its antiquated methods of 
doing business. 

Steps were according taken by Sec- 
retary Work during the past week to 
form a committee composed of repre- 
sentatives of the American Bar Asso- 
ciation and the leading patent bar as- 
sociations of the country “to simplify 
methods of procedure and to expedite 
the business of the Patent Office.” By 
direction of the Secretary invitations 
requesting the designation of members 
to serve on this committee have been 
sent to the presidents of the American 
Bar Association, American Patent Law 
Association, New York Patent Law 
Association, Chicago Patent Law Asso- 
ciation, Cleveland Patent Law Associa- 
tion, Michigan Patent Law Association 
and the Pittsburgh Patent Law Asso- 
ciation, asking them to nominate a 
member to serve on the committee. 


Will Dig Deep 


The investigation which Secretary 
Work proposes that this committee 
shall make is designed to be exhaustive. 
It will involve a complete review of 
the organization and methods of the 
Patent Office and recommendations will 
be sought looking to changes intended 
to bring the work of the office up to a 
current basis in the near future. 

It is believed this inquiry will result 
in a showing that will demonstrate to 
Congress the absolute necessity for a 
new Patent Office building, a substan- 
tial increase in the number of examiners 
and their clerical assistants and a com- 
prehensive revision of the present rules 
of practice and procedure in the pro- 
curement of patents. 

A large contingent of those who are 
interested in Secretary Work’s project 
are also behind the bill, H. R. 8637, in- 
troduced in the House of Representa- 
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oh The Human Side 
of Sales 


Managing 


“She withdrew her hand blushingly” 


SS ‘aes sales managers have an idea that the way to 
manage salesmen is to get up an elaborate sys- 
tem of reports and then check up their salesmen 
from these daily reports, asking them why they did 
not do this and why they did not do that. That kind 
of system is all right as far as it goes but there is more 
in sales managing than that. The human side of 
sales managing was always the most interesting to 
me. In order to get the best results out of salesmen 
you have to know all about them—how they live— 
their hopes and aspirations—all their troubles—their 
wives and children. You simply can not know too 
much about them. Then you have to forget yourself 
and merge yourself into their lives, seeing things from 
their point of view. Let me illustrate what I mean by 
telling a little true story about one of our salesmen 
and his wife. 


The Human Side of Sales Managing 


One day I was sitting in my office at the front of the 
main building of the Norvell-Shapleigh Hardware 
Company. In the doorway stood a woman I had never 
seen. She wanted a check. She explained that she 
was the wife of one of our salesmen who was out on a 
long trip, and had been instructed by her husband to 
step in on the first of the month and collect his salary. 
She showed me her letter of instruction. I shook 
hands with her but she withdrew her hand blushingly. 
“My, but your hand is hard!” I exclaimed. The poor 
woman did not know whether to be insulted, alarmed 
for her safety or merely displeased. 

“It has a right to be,” she said. “I do my own 
washing, dress and take care of five children and do all 
my own housework. I have no time to fuss over my- 
self—no spare minutes to soak my hands in cold 
cream. Dishwashing and sewing and peeling potatoes 


and washing underclothing do not improve the hands. 
Of course they are rough and hard!” 

“Why do you do all this?” I gently questioned. “To 
help my husband save money:” was the earnest reply. 
“And are you really saving money?” I asked. “I 
should say so!” she retorted. “On the first of every 
month I deposit John’s check. Then I draw a check 
for $50 to the savings account, $10 to the Home Build- 
ing and Loan Association and $5 to the Christmas Sav- 
ings Club. All told, that makes $65 each and every 
month that we put away for a rainy day and if I 
didn’t wear my hands off doing my own work, we 
would ‘never have a cent. As it is, we have nearly 
$600 put away and some day we are going to build 
our own home. We have it all planned on paper.” 


The Salt of the Earth 


Under my breath I said—‘‘And of such as these is 
the salt of the earth!” Then I asked her—‘“If you 
hired a girl to do your housework, a laundress to do 
your washing and spent $10 a week on yourself in the 
form of beauty parlor treatments, hairdressing, mani- 
cures and Turkish baths, you could not save a cent, 
could you?” “Of course not!” she indignantly replied, 
now getting hot under the collar. 

“Well, as your husband’s employer, Mrs. Jones, that 
is exactly what I am going to ask you to do! I want 
you to go home, hire a laundress, a maid and whatever 
help you need around the place. Then go to a beauty 
shop and get yourself into shape where you feel human 
and respect yourself. Spend a little money getting 
your hands softened up. I have heard that certain 
kinds of rubber gloves worn at night tend to bleach 
and soften the—” 

“Why, you’re crazy, Mr. Norvell!” burst out the 
woman. “Begging your pardon, sir, of course! I 
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know you mean well and there is nothing on earth I 
would like to do as well as to spend a little money on 
myself, but John and I have our course all planned out. 
I am willing to do my share now, that I may live com- 
fortably later in life. I know red hands do not appeal 
to John. He often complains that I do not look ‘ap- 
petizing,’ as he calls it, when he comes home off the 
road, but it is better to have red hands and money in 
the bank than white, tapering fingers and be broke 
all—” 
A Typical Hard Working Wife 


It was now my turn to interrupt. “It is not my idea 
to have you go broke, madam; far from it. You are 
typical of the average conscientious, hard-working 
wife who spends every waking moment drudging, 
squeezing and saving in a mistaken idea that she is 
helping her husband save money for the future.” 

“Now,” I went on, “your husband is bringing in 
around $200 a month; perhaps nearer $250. I haven’t 
paid particular attention to his commission checks the 
last sixty days. Anyway, we will say $250. You save 
$65 of this each month. That means that it costs you 
$185 to live. Now, if I can show you how to increase 
his income each month by three or four times $65, 
would you be willing to get your laundress, your girl- 
of-all-work and spend a little money on yourself—pro- 
vided that you are still able to save $65 a month—or 
more?” 

“Why, surely,” replied the salesman’s wife, won- 
deringly. 
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Working all day Monday in a steamy room 


“Well, it can be done,” I said. “If wives and their 
husbands, too, for that matter, would spend as much 
time thinking out means for increasing their income 
as they now spend in squeezing out the pennies to be 
saved, they would be far happier, live better and still 
put as much money away for the rainy day as they 
now accumulate.” 

“There is not a man—whether he be a salesman, 
scientist, farmer, doctor, writer, clerk, lawyer or of 
any other trade, profession or calling, that can not in- 
crease his income by doing better work. If he is 
working on a civil service or Government job which 
carries a certain specified salary, he can increase his 
efficiency to a point where dozens of other opportuni- 
ties will be showered upon him—at greater salaries— 
if his wife will help him do it.” 
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“Now you go home, and prepare yourself for John’s 
homecoming, Mrs. Jones. When he comes home he will 
be tired, disgruntled, discouraged and worn out from 
contact with men. You should be there, dressed pleas- 
ingly but not expensively, to greet him—to cheer him 
up. Let some one else prepare the dinner. You coax 
him out of his despondent mood—and I know he will 
be despondent—for no man can travel two months 
away from home meeting all kinds of human beings 
without feeling the hopelessness of it all. The next 





Hello, Charles, I hear your daughter won first prize oratory alt 
Smiths 


day both of you come down to my office and we will 
talk over a plan I have in mind.” 

The woman agreed—what could she do? I was her 
husband’s chief. I had the privilege of crossing my 
fingers and her husband would be on the street. 


Mrs. Jones Visits My Office 


When John returned,-he and his wife came to my 
office. I said—‘‘Now, Mrs. Jones, you told me that you 
do all the washing and ironing.” “Yes,” she replied, 
“T tell John never to come home on Monday and Tues- 
day because those are my hard-working days.” “Now,” 
I said, “Mrs. Jones, I suppose you wash in the base- 
ment of your house and all day Monday you work ina 
steamy room with a wash boiler on the laundry stove. 
I suppose you lay a plank on the floor and stand on 
the plank to keep your feet out of the soapy water.” 
“Yes,” she answered, with a surprised expression, 
“that is just what I do. How do you know about it?” 
“Oh,” I replied, “I know what washing day means, 
So, all day Monday you scrub up and down in the hot, 
soapy water on the wash board. You wring out the 
clothes, then twist them up into balls and leave them 
out until Tuesday?” “Yes,” she said, “that is just 
what I do.” “Then,” I said, “on Tuesday, after the 
clothes have been hung out on the line and dried, you 
put in a long day ironing?” “Yes,” she said, “I do 
that.” 

“Well, about how many hours,” I inquired, “do you 
work these two days washing and ironing?” She con- 
sidered a moment and then replied, “About ten hours 
each day.” “Now,” I asked, “how much do you save 
every day by doing this work?” Again she considered 
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and replied, “A wash woman would cost me about 
$1.50 a day, (This was years ago!) so I save $3 by 
doing the work myself.” “Well, that’s fine,” I replied. 
“You are very industrious and you deserve credit for 
working so hard to save this money for John.” 

I then turned to a collection of tools I always kept 
int my office and I laid down before her on the desk a 
beautiful shiny hand saw. “Mrs. Jones,” I said to 
her, “don’t you think this is a handsome saw?” 
“Yes,” she replied, “it looks very nice.” “Now I want 
to tell you,” I continued, “our profit on these hand 
saws is just $3 per dozen and on every dozen of these 
saws that John sells, he makes $1.50 for himself. Now 
probably it might take John about fifteen minutes to 
sell a dozen of these saws. In other words, my dear 
Mrs. Jones, it takes you ten hours to earn $1.50 wash- 
ing and ironing while it takes John only fifteen min- 
utes, with a little showing of samples and a little talk, 
to earn the same $1.50.” She looked at the saw, she 
looked at John and she looked at me. She inquired, 
“Is this true, John?” He had to admit it was. Then 
she said, “‘Well, it hardly seems fair for me to work so 
hard to earn $1.50 when John can do it so easily.” 
“No,” I answered, “it is not fair.” Then I called her 
attention to other items on which John could make a 
good profit by showing a few samples and doing a little 
talking. 

I Give My Plan 


I told them my plan which was as follows: The wife 
was to take each day a record of the calls he made, 
list what he sold, card-index the sales by commodities 
and make numerous records which her husband was 
too busy to make. Then on the next trip, he would 
have in his pocket a complete history of the previous 
trip and could govern his sales talks accordingly. 

The plan worked even better than I anticipated. So 
interested did this little woman become in her hus- 
band’s work that she found numerous ways to help 
him sell—invented a way to enter the peculiarities of 
each of his customers on a card—when he went into 
the store, he could greet the buyer with, “Hello, 
Charles, hear your daughter won first prize at Smith 
for oratory: Good stuff!” putting his prospect into 
a friendly frame of mind and opening the avenues to 
bigger sales. She sent him encouraging letters almost 
every day and totaled his sales by saws, nails, 
hatchets, planes. In fact, she worked up a complete 
little business system all of her own. 

This couple had never before had it brought to them 
in a practical manner what they could accomplish by 
concentrating their efforts in a certain direction. 

His wife, through my planning, ceased to think of 
Saving, squeezing and pinching but turned her 
thoughts to increasing her husband’s efficiency. She 
sent him out each trip with his head high and courage 
in his heart. He feared no man; nor was he in danger 
from any woman. His wife was now as attractive as 
the year before he married her. Her hands were 
soft, appealing—no practised flirt could steer him off 
the straight and narrow. 


The Plan Proves Successful 


This happy couple saved more money in one year, 
after the plan got to working, than they would have 
saved in five years by plodding along in their dis- 
gruntled, penny-squeezing way. They were happier 
and the wife had lost none of her attractive femi- 
ninity. She had even more time to spend with her 
children and the hours she spent with them were not 
harassed and worried. She was calm, at peace with 
the world and in complete possession of her soul. 


July 24, 1924 


In every large business some one should constantly 
look out for unusual talent. One of the saddest things 
in life is to think that real genius is frequently wasted 
because it is never recognized. It was always a great 
joy to me to look for talent and then give the talented 
employee an opportunity to go up in the business. 
This road, however, if full of disappointments. Never- 
theless, long, grinding years of work have taught me 
that we must not expect gratitude or even apprecia- 
tion. We must play the game simply for the love of 
the game. If we have any practical religion in our 


‘ natures, we must express our religion in trying to help 


others, although we may know many will never feel or 
think of expressing appreciation. Many, many times 
I have gone to a great deal of trouble to secure posi- 
tions for men. These men may feel grateful but not in 
a single instance have I ever had one express his grati- 
tude. I am stating this fact not to complain but to 
suggest how simple it is when anyone does you a favor 
just to say “Thank you,” or to write a brief note ex- 
pressing your appreciation. 


Up Against It 


I remember a case not very long ago where a certain 
man, through no fault of his own but on account of 
the slump in a certain line of business, lost a very 
good position. This man was suddenly dropped with 
a wife and family on his hands and he had no fixed 
income. He was up against it hard. One day he came 
to me and begged me to use my influence to secure 
him a position. I happened to be very close to a cer- 
tain publisher. I believed this man could sell adver- 
tising. I took the trouble to call on this publisher and 
ask him to give this man an opportunity to see what 
he could do. The publisher sent for him. He secured 
a position and it turned out to be a very good one as 
he worked on commission. As he was successful, his 
commissions soon put him on Easy Street. One day I 
happened to meet this publisher and asked about my 
friend. He told me how well he had done. “Splendid,” 
I said, “but you know, while I obtained this position 
for him, he has never, by word or line, expressed his 
thanks.” The next afternoon I received a telephone 
call from the gentleman and an invitation to have 
luncheon with him. It made me laugh. Evidently the 
publisher had spoken to him about my remark. Now 
the plain truth is he had simply forgotten all about 
thanking me for getting him the job. He was grate- 
ful enough but he just didn’t think! 


Persuades Employees to Buy Stock 


I have persuaded dozens of employees to buy stock 
in the house. I have arranged to get them this stock 
on the installment plan. I have sold them my own 
stock on time at very low prices. All of these em- 
ployees have made money on these purchases. Some of 
them have made independent fortunes. With only one 
exception, not a single employee has ever taken the 
time and trouble in after years to thank me personally 
or to write me a letter of thanks for helping them ac- 
quire stock out of which they made a great deal of 
money. 

One of our former employees, this exception, did 
drop in to see me here in New York and told me he had 
retired from business. He was on his way to Cali- 
fornia to settle down to spend the rest of his life in 
peace and quiet. He told me that he was financially 
independent and he said he owed this independen~e to 
the fact that I had persuaded him to buy stock in our 
company. As a matter of fact, this particular man 
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“The Danger of Salee Rute 


OME one has said that every man dies twice. Once 

in the spirit and once in the flesh. The date on 

his tombstone isn’t necessarily the date of his 
death. It only registers the time when society took 
formal notice of it. Careful investigation will usually 
show that he passed out about the time his path of 
duty degenerated into a rut, because the only differ- 
ence between a rut and a grave is in the depth. The 
man in a rut is at least temporarily dead, and he stays 
dead until he climbs out, or is kicked out of his rut. 

One of the greatest dangers a retail salesman faces 
is that of getting into a rut. Habits are rut diggers, 
and the average salesman is prone to form habits. 
Often he gets to doing his work in a mechanical fash- 
ion, and before he knows it he becomes a sales parrot 
saying the same things in the same tone of voice to 
every customer, regardless of who that customer is, or 
what he wants. He even uses the same greeting so 
long that the customer notices it and tires of it. 

Possibly the reason ruts are so apparent in retail 
stores lies in the fact that the average retail salesman 
is continually meeting the same customers. Be that 
as it may, the fact remains that there are almost as 
many ruts as there are salesmen in the average store. 

Varying a sales talk is just as important as chang- 
ing a window display. Also it requires almost as much 
effort. It entails studying the merchandise from new 
angles. It means learning new words and expressions. 
It requires a study of catalogs and sales literature. It 
means finding out the customer’s likes and dislikes, 
and also his hobbies. 

I know. a salesman who invariably closes his sales 
talk with the expression: ‘‘and it only costs you blank 
dollars.”” Often when it is a sale which runs into real 
money, he kills it by the bold statement of a price. 
This man recently showed me a radio set and closed 
as usual with “and it only costs you $150.” That word 
only to my mind did not seem to fit in with the words 
one hundred and fifty dollars. If he had mentioned 
some acknowledged low figure, the assertion might 
have interested me, but he was talking real money and 
the word “only” sounded like a joke. 


Later another salesman tried his hand on a friend 
of mine with the same make of machine. His presen- 
tation interested the prospect, and he inquired the 
price. “It costs very little,” the salesman replied, “in 
comparison with the pleasure and satisfaction it gives. 
You have a family of six, and this set will furnish 
regular entertainment for them all at a total cost of 
only $25 each. It is good for many years, but at a 
conservative estimate of five years, the cost would be 
only $5 per person each year. Undoubtedly you spend 
much more than that on your family entertainment 
every year. 

“If you were to figure the number of programs you 
can tune in on in a year, the cost of each entertain- 
ment would be so low as to be almost negligible. It’s 
like buying a five-year family ticket to a daily enter- 
tainment for only $150,’ or a little over eight cents a 
day.” He used a pencil and a pad, figuring out his re- 
sults as he talked, and he actually changed the formid- 
able $150 into the insignificant eight cents a day. 
Also he sold the set to a man who is now a confirmed 
radio fan. ; 

That salesman isn’t in a rut. He’s alive—he is 
thinking—he is getting results. 

There are dozens of ways to present merchandise— 
to win attention—to calculate cost. You can divide 
the price among the people an article will serve. You 
can spread it over the years it will serve. You can 
build up value until the full price seems perfectly rea- 
sonable. When one method fails try another, but if 
you want to be a salesman keep on trying. Every 
person has some vulnerable spot where the right kind 
of presentation will win—always provided that you 
are trying to sell him something he really can use to 
advantage. If you are trying to sell him something 
he cannot use to advantage you are swindling yourself, 
as well as your customer, which is even worse than 


getting into a rut. 
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Loud Speaker Is Free from 
Distortion 


The development of a radio loud 
speaker designed to provide natural 
reproduction, without exaggeration, 
or internal echoes, is announced by 





the Jewett Radio & Phonograph Co., 
Detroit. 

In its Superspeaker, the Jewett Uo. 
offers a large, adjustable, and highly 
specialized musical instrument, hand- 
somely finished, 26 in. high and weigh- 
ing more than five lbs., which operates 
without extra batteries or coils. 

The Jewett Co. also markets sepa- 
rately the Vemeco receiving unit in- 
corporated in the Superspeaker base, 
as a phonograph adapter, of highest 
quality. 


Steel-Handled Hatchet Is 
Unbreakable 


The Estwing Mfg. Co., Rockford, 
Ill., has recently placed on the market 
No. 1 and No. 2 “Unbreakable” broad 
hatchets as highest quality tools. The 
features are: 

1. “Unbreakable” oil tempered steel 
handle forged in one piece with the 
head and having hardwood wood grip 
held by solid steel rivets and washers. 

2. The handle is guaranteed by free 
replacement against ever breaking or 
coming loose from the head. 

8. Allows prying and splitting with 
your full strength. 

4. Edge that is hard and tough and 
keeps sharp. 

5. The head is thin up to the 
hammer, and the handle is thin back 
of the head, giving deeper cleavage, 
also allowing working in close places. 

The quality of steel, temper and 
workmanship is the same as on their 
Util-ax which is winning its way rapid- 
ly by its usefulness, durability and 
attractiveness. We will be ready soon 
to announce other “Unbreakable” high 
quality hand tools. 
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Additions to Reddick Line 


The Reddick Auto-Camp Chair, 
made by the Michigan Wire Goods 
Co., Niles, Mich., is supplied with or 
without back, and is light, strong and 
comfortable, and can be sold at a price 
which should afford a quick turnover. 
The chair has a wide usefulness. It 
may for example, be used as the extra 
seat in the tonneau of an automobile, 
for camping, picnicking, for the box 
at a football or other outdoor game, 
for races and other events. The 
specifications are as follows: Frame 
of 3/16 x & in. band steel; chair back 
of % in. round steel. Seat and back 
of high grade upholstering material 
selected for its tensile’ strength; 
securely riveted. Both stool and chair 
fold flat. Height 15 in.; seat 11 in. 
sq.; chair height to top 27% in., to 
seat 15 in.; seat 11 in. sq. 

The Reddick Camp Fire Forks, 
made by this company, are designed 
for use before fireplaces and over 
campfires, and should appeal to motor- 
ists, campers, picnickers, etc. As may 
be seen from the accompanying illus- 
tration, the forks are equipped with 
long detachable wooden handles, which 
protect the hands from heat. They 
have cold swaged points, doubled 
tinned with pure tin, and rustproof. 
The forks are made in 30 and 22 in. 
lengths, and when disjointed may be 
packed in 17 and 22 in. kits, respec- 
tively. 


Long Handle Dust Pan Sim- 


plifies Housecleaning 


The Patent Novelty Co., manufac- 
turer of advertising novelties and 
hardware specialties, Fulton, IIl., has 
recently added a new pattern to its 
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line of Dust Pocket Dust Pans. The 
new pattern is equipped with a long 
handle, which feature should be ap- 
preciated by the householder in that 
it eliminates the necessity for stooping 
and prevents back aches. For these 
reasons long handled dust pans are 
becoming increasingly popular with 
householders who have been quick to 
appreciate their advantages. 

Dust Pocket Dust Pan No. 601 has 
a 26 in. wooden handle as shown in 
cut herewith, a steel edge which 
gathers up all of the dirt. A dust 
pocket or dirt retainer which largely 
does away with the dirt falling from 
the edge is provided, and it has re- 
inforced corners. It is a high grade 
dust pan in every respect yet retails 
at a popular price. 
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New Tools for the Radio 
Constructor 


The “Radio-Lectric” Tools for radio 
work, recently placed on the market by 
The Bridgeport Hardware Mfg. Corp., 
Bridgeport, Conn., is a complete line, 
comprising every tool required by the 
radio constructor and should appeal 
strongly to radio fans and electricians 
everywhere. The tools are well made, 
attractive in appearance and supplied 
to the hardware retailer in connection 
with striking display cards, which en- 
ables him to bring them to the atten- 
tion of prospective customers in a very 
effective manner. 

Several of the new numbers are illus- 
trated herewith, and others will be jl- 
lustrated and described in subsequent 





Socket 


“‘Radio-Lectric” 
Wrench set, No. 480, for example, is 


issues. The 
supplied with three sockets, % in., 
5/16 in. and % in. These are the 
sizes most commonly used on radio 
sets. The sockets snap on the shank 
and the assembly is quick. The thin 
but strong walls of the sockets permit 
reaching nuts where space is limited, 
and the tool will save the set owners 
and builders much time and labor. 
The set is designed to retail at the © 
popular price of 50 cents. 

The ‘Radio-Lectric’”’ Wrench Set, 
No. 475, consists of three little 
wrenches in a genuine leather case 
and retails 
at 25 cents 
a set. It ad- 
justs nuts 
in places 
impossible to reach with other tools, 
and can be used for all hex nuts meas- 
uring % in., 5/16 in., % in., 7/16 in. 
and % in., with alligator jaw for odd 
sizes. Each set is in a genuine leather 
case, twelve sets with a display card, 
and packed 36 doz. in a case. 

The “Radio-Lectric” Pliers made by 
the company are drop forged from 
quality steel, and have a long, slim 








nose and special shaped handle for 
work in close quarters. There is a 
wire cutter between the jaws. This 
item is designed to retail at 50 cents. 


$$ | 


The assorted screw driver display 
should prove a popular item in hard- 
ware stores. These screw drivers are 
made in 2, 3, 4 and 5 in. sizes and re- 
tail at 15 cents each. With all these 
numbers attractive counter display 
cards are supplied. 
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16 Kmployees, All Under 40, Buy Controlling 
Interest in Devoe & Raynolds Co. 


HE controlling interest of Devoe 
& Raynolds Co., Inc., paint manu- 
facturers, 101 Fulton Street, New 
York City, one of the six oldest busi- 
ness firms in the United States, has 
passed into the hands of sixteen young 
men all under 40 years of age. The 








E, 8. Phillips, 
president 


new president of the organization, E. 
S. Phillips, former vice-president and 
general manager, is 31 years of age, 
married, a Yale graduate, and a resi- 
dent of Greenwich, Conn. 

Mr. Phillips, it is said, started as a 
sales clerk behind the counter in one 





E. D. Peck, 
vice-president and 
general manager 


of the stores of the company and later 
obtained factory and selling experi- 
ence. A statement prepared by the 
company regarding the change is in 
part as follows: 

“Up to 25 years or so ago all busi- 
ness methods were very different from 
what they now are. For a concern to 
make a product of high quality, and 
so to hold its old customers, was con- 
sidered all that was necessary. Modern 


methods of increasing sales were un- 
heard of. Advertising was considered 
beneath the dignity of any but a pur- 
veyor of patent medicines. 

“The men who owned the company 
up to July 1, 1924, had by conservative 
policies and shrewd judgment de- 
veloped a sound business. They were 
satisfied with the moderate profits 
which the business made, and were in- 
clined to follow a ‘let well enough 
alone’ policy. For ten years prior to 
1919 the sales had not increased ap- 





P. Le B. Gardner, 
vice-president and 
sales director 


preciably, although competitors were 
steadily forging ahead because of the 
more business getting methods which 
they had adopted. There seemed to be 
some danger that quality of products 





A. C. Stephan, 
vice-president and ad- 
ministration director 


alone would not enable Devoe & Ray- 
nolds to maintain its position in the 
trade. 

“This was strongly felt by a number 
of the younger employees. They put 
so much emphasis upon the need of 


modern methods that gradually the 
older owners allowed the young men 
to put some of their ideas into effect. 


Changed Policies 


“It had for a long time been ap- 
parent that the alternate periods of 





E. 8. Blackledge, 
vice-president and 
plant director 


stagnation and hectic rush that were 
usual in the paint business added to 
costs. A study of the reports rendered 
by the new cost system showed the 
management that the cost of an idle 
plant is one of the greatest wastes 





E. B. Prindle, 
vice-president 


which any paint manufacturer has to 
face. The figures were so startling 
that the managers of the company de- 
cided to see if seasonal fluctuations 
could not be reduced, or, perhaps, even 
eliminated. 

“When the study of seasonal sales 
was started the sales of: paint at retail 
were only about 5 to 10 per cent as 





(Continued on page 56) 
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Ohio Merchants Plan 
Fight for Lower 
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Mr. §S le h h id f " 
Frank J. Semple, Mer., | quaintanceship ~ “the a, pate 


Disston Hardware (nae ee eens ae 8 Jotber 


| qualifies him to maintain and promote 
Division 


Henry Disston & Sons, Inc., 
delphia, 


ager, Hardware Division. 


Frank J. Semple 


Mr. Semple was with the Simmons 
Hardware Co. for more than thirty 
years, first as salesman, then as sales 
manager of St. Louis, and later as 
vice-president and managing director 
of the Simmons Philadelphia office. 


| 
Phila- | 
has announced the appoint- | 
ment of Frank J. Semple as sales man- | 





| facturing Tools. 








the present relations which always 
_ have existed between Henry Disston & 
Sons, Inc., and their wholesale cus- 
tomers. 


Stanley Works Hold 
Sales Conference 


The discussion of its sales program 


and other timely topics was a feature 


of the general sales conference of the 
Stanley Works, manufacturer of tools 
and hardware, New Britain, Conn., held 
at the Elks’ Club in that city, July 7-11. 
The program included numerous ad- 
dresses on numerous topics comprising 
the following main divisions: Adver- 
tising, Hardware Sales, Tool Sales, 
Manufacturing Hardware and Manu- 
The program also in- 
cluded a handicap golf tournament and 
inspection tours of the factory. 


Crandall Goes with 


Wickwire Spencer 


L. E. Crandall, former vice-president 
in charge of sales, merchandising and 
distribution of the Winchester-Simmons 


| organization, has joined the Wickwire 
Spencer Steel Corp. 











Taxes 
The Ohio State Council of Retail 


| Merchants, with which the Ohio Hard- 


ware Association and four other State 
retail trade associations are affiliated, 
has taken the lead in a move to bring 
Ohio’s taxation situation out of its 
alleged present chaotic state. 

With the aim of formulating a defi- 
nite taxation program for the State, 
the council has inaugurated a com- 
prehensive survey of the taxation situa- 
tion in other States. 

Engaged in this survey are Prof. 
Henry F. Walradt, Ohio State Univer- 
sity taxation expert, and his staff of 
assistants, who have just started in- 
vestigations in New York. The survey 
will continue throughout the remainder 
of the summer and will cover, in addi- 
tion to New York, the States of Mas- 
sachusetts, Connecticut, West Virginia 
and others. Particular attention will 
be paid to taxation systems involving 
features which are uncommon to Ohio. 

As representative of the largest 
group of retailers in Ohio, through its 
individual sponsors and the_ several 
thousand members of the five affili- 
ated retail associations, the council 
hopes to have definite recommendations 
for a taxation program whipped into 
shape before the next session of the 
State Legislature. 


16 EMPLOYEES BUY CONTROLLING INTEREST IN DEVOE & RAYNOLDS 


much in December as in May. The 
reason was that most paint was used 
on the outside of buildings, and so 
could not be applied in the winter in 
most climates. The solution to the 
seasonal problem seemed to lie in 
stimulating the use of paint in_in- 
teriors and for furniture. Inside paints, 
such as flat wall paints, made up at 
that time only about 10 to 20 per cent 
of the total production. 

“This has been increased by modern 
advertising and merchandising policies 
until now inside paints comprise about 
50 per cent of the total volume. The 
company is now one of the largest 
producers of flat wall paints. Since 
unese are consumed in winter as weil 
as in summer, the result on production 
and sales has been noticeable. 

“The average Devoe & Raynolds 
agent now sells about 50 per cent as 
much paint in December as in May. 
In other words, his dull season sales 
have been increased from 500 to 1000 
per cent. The company has gone a 
long way toward making both the 
manufacturing and retailing of paint 
a year-round business instead of a 
six-months’ one. 

“For several years prior to 1917 
Devoe & Raynolds was really two com- 





(Continued from page 55) 


panies—one located in Chicago and one 
in New York. Both were owned by 
the same men, but the two companies 
functioned separately. Each was man- 
aged by a vice-president and general 
manager, and each had a complete set 
of operating executives. In 1917 they 
were combined in a single company, 
but the control was still divided. 

“When the 16 young employees who 
had been responsible for the progress 
of the company bought control on July 
1, 1924, they decided to centralize the 
management. There is now one man 
in charge of all selling, one in charge 
of all advertising, one in charge of all 
manufacturing, and so on. This has 
been proved to be the most efficient and 
most effective form of management for 
any company. 

“The young men who have now taken 
over the ownership as well as the man- 
agement are all under 40 vears of age. 
The president, E. S. Phillips, is only 
31, but his record proves that he is 
amply capable of directing this $7,000,- 
000 concern. Prior to the recent reor- 
ganization he had been the vice-presi- 
dent and general manager. 

“E. D. Peck, the new vice-president 
and general manager, came up through 
the jobs of salesman, branch manager, 





district manager and advertising man- 
ager. 

“The treasurer is deLancy Mountze, 
for long a member of the banking firm 
of Kountze Bros. His knowledge of 
corporation finance is based on the solid 
foundation of a career in Wall Street. 

“The vice-president and director of 
sales is P. le B. Gardner. He has been 
through nearly all departments—fac- 
tory, retail salesman, road salesman, 
and advertising department. 

“A. C. Stephan, the vice-president 
and director of administration, was 
formerly assistant treasurer. It was 
he who installed the modern cost ac- 
counting methods which have been so 
valuable as a guide to the management. 

“E. C. Blackledge, vice-president and 
director of plants, had a complete fac- 
tory experience. He has also been a 
salesman, and so, knowing the prob- 
lems of the sales organization, is well 
able to coordinate the efforts of the 
selling and production department. 

“Three other vice-presidents, E. B. 
Prindle, G. H. Phillips and S. R. Har- 
rington, and the secretary, A. F. 
Adams, are all-around executives who 
are thoroughly trained in the modern 
nolicies and methods of the organiza- 
tion.” 
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Kansas City Jobber 


Taking Salesmen 


on 2100 Mile Trip 


Thirty-one representative salesmen 
of the Townley Metal & Hardware Co., 
Kansas City, Mo., jobber, are being 
taken by that concern on an experi- 
mental trip covering some 2100 miles, 
for the most part visiting cities where 
are located manufacturers whose lines 
they distribute exclusively in the ter- 
ritories they cover. The trip will cover 
two weeks’ time. The party is travel- 
ing in their own car. 

The Townley company is paying the 
traveling expenses, while the salesmen 
are giving up their vacation to take 
this trip. The purpose of the trip 
is to increase the efficiency of the sales 
force. A statement by the company 
says: 

“As wholesalers, our organization 
simply stands as a connecting link 
between the manufacturer and the re- 
tail distributor. Our salesmen are 
the manufacturers’ messengers, and it 
is our desire to make them as efficient 
as possible. Therefore, in asking our 
salesmen to carry the story of the 
manufactured goods in the many lines 
we handle to the retailers, and to give 
the retail clerks the selling informa- 
tion that will make it possible for them 
to more intelligently present hardware 
to the consumer, we are making our 
salesmen acquainted with manufactur- 
ing methods.” 

The party, which included the sales- 
men, directors and several department 
heads, left Kansas City, July 13, and 
will visit St. Louis, Bloomington, 
Peoria, LaSalle, Joliet and Chicago, 
Ill.; Toledo, Elyria, Cleveland, Shelby 
and Cincinnati, Ohio; Detroit, Mich.; 
Indianapolis and Kokomo, Ind., return- 
ing to Kansas City, July 27. 





Big Cleveland Firm Now 
in New Quarters 


Davis-Hunt-Collister Co., Cleveland’s 
large downtown retail hardware store, 
is now located and doing business at 
its new store on Prospect and East 
Fourth. For nearly half a century 
this firm did business on Ontario 
Street, just off the square. The old 
building had to be vacated as the site 
is part of the location chosen for Cleve- 
land’s proposed Union Station. 





Merchants’ Council 
to Meet at Chicago 


The Interstate Merchants’ Council, 
sponsored by the Chicago Association 
of Commerce, will hold its sixth semi- 
annual convention at the Hotel LaSalle, 
Chicago, July 29 and 30. Reduced rail- 
road fares are available on all Western 
lines. It is expected that 2500 mer- 
chants from thirty-nine States will at- 











tend the convention. T. N. Witten, 
Trenton, Mo., well known hardware 
dealer and president of the National 
Federation of Implement Dealers’ As- 
sociations, is scheduled to speak on 
“Small Towns—The Nation’s Greatest 
Asset.” Alvin E. Dodd, Domestic Dis- 
tribution Department of the Chamber 
of Commerce of the United States, will 
also be on the program. 

Window displays and lighting experi- 
ments will also be presented to the deal- 
ers by the Electrical Contractors’ Asso- 
ciation of Chicago. There are many 
other well known speakers on the pro- 
grams and the variety of business sub- 
jects to be covered is large. Special 
entertainment features have been pro- 
vided which include a moonlight lake 
excursion, luncheons and a playlet. 


du Pont Paint Convention 
July 31 


The paint and varnish division of 
E. I. du Pont de Nemours & Co., Inc., 
will hold a convention of trade sales- 
men in the eastern territory at Phila- 
delphia, July 31 and August 1. 





Kelly Axe Changes 
Firm Name 


Kelly Axe Manufacturing Co., 
Charleston, West Virginia, has 
changed its firm name to Kelly Axe 
& Tool Co. 











H. E. Hulburd Back at Desk 
After 7 Months’ Sickness 


H. E. Hulburd, sales manager, the 
George Worthington Co., Cleveland, 
hardware jobbers, has returned to his 
desk after seven months’ absence 
caused by illness. Friends and asso- 
ciates express the opinion that Mr. 
Hulburd looks “better than ever!” 


New Aluminum Catalog 


The Aluminum Goods Manufactur- 
ing Co., Manitowoc, Wis., has just 
issued a new catalog featuring its line 
of “Mirro” aluminum ware. The cata- 
log is printed in colors and securely 
bound to make it a durable as well as 
a pleasing aluminum reference book. 

There are 601 items in the compre- 
hensive Mirro line, including all the 
large basic kitchen utensils down to 
the small wares, such as salt and pep- 
per shakers, jelly molds, cups, etc. 




















E. W. Meese Heads 
De Laval Separator 
Company 


Edwin W. Meese, formerly vice- 
president and general sales manager of 
the Roderick Lean Manufacturing Co., 





E. W. Meese 


‘| Mansfield, Ohio, has been elected presi- 


dent of the De Laval Separator Co., 
165 Broadway, New York City, suc- 
ceeding President Hollowell, who re- 
signed recently to go into the lumber 
business with one of his sons. 

Mr. Meese has been engaged in the 
farm implement field and connected 
with the Roderick Lean Co. all of his 
business life, covering a_ period of 
twenty years. He has been eminently 
successful with his own company and 
established a name for himself in the 
trade generally, having been chairman 
of the sales managers’ department of 
the National Farm Equipment Asso- 
ciation. 

He was born at Sandusky, Ohio, in 
1883, moving to Mansfield’ shortly 
afterward. He is, a_ graduate of 
Wooster University. Aside from his 
business relations, he has been active 
in civic and social affairs in his com- 
munity, having been president of the 
Mansfield General Hospital, a director 
in the Y. M. C. A., a trustee of the 
Mansfield First Presbyterian Church 
= of the Mansfield Rotary 
‘lub. 


—_ --——- - 


Hemming-Walsh to Make 
Cutlery and Hardware 


The Hemming-Walsh Mfg. Co., Inc., 
New Haven, Conn., has incorporated 
to manufacture cutlery and hardware. 
The company is capitalized for $50,000 
and will begin business with $30,000. 
The incorporators are Laura A. Hem- 
ming, North Haven; James J. Walsh, 
Meriden; J. Edmund Miller, New 
Haven, and Edward P. Keating, New 
Haven. 








Non-Negotiable Paper 
May Be Sent by Air 


Postmaster-General New announced 
today that, following demands from all 
parts of the country, registered arti- 
cles containing non-negotiable securi- 
ties and certain commercial papers will 
hereafter be acceptable for transporta- 
tion by airplane service. The Postal 
Laws and Regulations will be so 
amended to permit the transportation 
of such securities by airplane mail in 
the future. 

Commercial paper will be accepted 
for transportation by air mail which 
is not made payable to bearer or is not 
indorsed, or, if indorsed, is not in- 
dorsed in blank without regard to the 
value involved. 

Coin and currency in large amounts, 
negotiable securities and commercial 
paper in large amounts which may 
easily be negotiated or readily realized 
upon by other than the rightful owners, 
will not, however, be accepted for regis- 
tration and transmission by airplane 
service. 

The original registration receipts 
and mailing office registration records 
of articles accepted for registration for 
transmission by airplane service must 
be indorsed “via air mail.” Postmasters 
will be called upon to report separately 
the number of registered articles ac- 
cepted for transmission by airplane 
service, domestic and international. 

When special airplane stamps are 
not used to prepay the airplane post- 
age, the address side of the article must 
be plainly marked “via air mail.” 





Emil Peters Buys Out 
Fred Guckenberger 


The partnership heretofore existing 
between Fred Guckenberger and Emil 
Peters, Cincinnati, under the name of 
Guckenberger & Peters, has been dis- 
solved, Mr. Peters having bought out 
the interest of his partner. The firm 
was the successor of the Jacobs Cord- 
age Co., one of the oldest establish- 
ments of its kind in the Cincinnati dis- 
trict. Fred Guckenberger has accepted 
the positien of manager of the twine 
department of the Anchor Paper Co., 
Cincinnati. 





New Store Wants Catalogs 


William A. Brady will about Sept. 
1 open a hardware, sporting goods and 
housefurnishing store in Temple, Tex. 
The stock arrangement and fixtures 
will be of the latest designs, and cata- 
logs are requested from manufactur- 
ers. 





Tri-State Hdw. Club 
Organized 


The Tri-State Hardware Club, an or- 
ganization having as its object the 
closer cooperation between hardware 
retailers, was formed at a dinner and 
meeting held at the Venture Hotel, Ash- 
land, Ky., June 20. The membership of 
the club includes hardware men in the 
towns of Huntington, Ironton and Bar- 
bourville, Ohio; Ceredo, Kenova and 
Guyandotte, W. Va.; Catlettburg and 
Russell, Ky. Meetings will be held an- 
nually in each city and town repre- 
sented in the membership. 


| 
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William Pirrung of Huntington was 


elected president of the club. Mr. Pir- 


rung is the head of the Guy Hardware 
Co, of Huntington. J. S. Ogden of Ash- 
land was elected vice-president and D. 
P. Hill, also of that city, was made sec- 
retary and treasurer. These three offi- 
cers, with R. P. Hyden of Russell and 
Richard Meyers of lronton, will form 
the board of directors. 





picegees 


C. C. Leininger who was re- 
cently appointed manager of the 
hardware division of the Congo- 
leum Co., Inc., Philadelphia, Pa. 
The announcement of Mr. Lein- 
inger’s appointment appeared in 
the June 12 issue of Harpware 
AGE. 


Gardner-Davis Hdwe., Co. 
Incorporates 


The Gardner-Davis Hardware Co., 
Middletown, Ohio, has been incorpo- 
rated with a capitalization of $100,000, 
and on Sept. 1 it will take over the 
business formerly conducted by Wertz 
& Singer. The members of the Gard- 
ner-Davis Co. are H. A. Gardner and 
Frank B. Spangler, district office man- 
ager and district sales manager re- 
spectively at Cincinnati of the Sherwin- 
Williams Paint Co.; N. A. Davis of the 
E. A. Kinsey Co., Cincinnati, and J. L. 
Prosser, general secretary of the 
Y. M. C. A., Hamilton, Ohio. Messrs. 
Gardner and Davis will have active 
charge of the management of the store. 





New Merchandising Service 
by F. A. D. Andrea, Ine. 


“Fada Sales” is the title of a new 
merchandising service published by F. 
A. D. Andrea, Inc., manufacturer of 
radio equipment, 1581 Jerome Avenue, 
New York City. The new publication 
will be issued regularly each month and 
its aim is the promotion of sales of 
radio merchandise. 
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Stratton-Warren 
Closes Little Rock 
Branch 


The Stratton-Warren Hardware Co., 
Memphis, Tenn., has discontinued its 
Little Rock, Ark., branch and will 
handle all its business from Mem- 
phis. The Little Rock business was 
purchased some time ago and was for- 
merly known as the Kidd-Bossinger 
Hardware Co. Due to financial diffi- 
culties of the Kidd-Bossinger company, 
the Memphis company absorbed it to 
be operated as a branch house. How- 
ever, the entire Little Rock Building 
and stock was destroyed by fire re- 
cently, and the Stratton-Warren com- 
pany has announced that hereafter the 
territory supplied by the Little Rock 
— will be handled through Mem- 
phis. 





Obituary 


A. W. Hooper 


Arthur Wilson Hooper, long retired 
from business but for more than 
twenty years treasurer of the Win- 
chester Arms Co., New Haven, Conn., 
died July 11 at the Hotel Lenox, Bos- 
ton where he long made his home. He 
was in his seventy-seventh year, and a 
native of Boston. Mr. Hooper had 
been ill since last December. 





Martin Engelhart 


Martin Engelhart, well known Chi- 
cago hardware dealer, died July 7 at 
the age of 58 years. Mr. Engelhart 
engaged in the hardware business in 
Chicago over 30 years ago and was 
always a very interested and active 
worker in the Chicago Retail Hardware 
Association. He will be remembered 
by all hardware dealers who have 
visited hardware conventions in Chi- 
cago because of the prominent part 
he took in the entertainment programs. 

Mr. Engelhart’s store, which was 
located at 2538 Lincoln Avenue, was 
sold to Edwin Franke the day he died, 
the deal having been consumated early 
in the day and Mr. Englehart passed 
away several hours later. He had 
been ill since the first of the year 
with rheumatism, which finally at- 
tacked his heart. 

The deceased was a bachelor and is 
survived by three brothers and two 
sisters who live in the East. 





Robert H. Carlisle 


Robert H. Carlisle, vice-president 
Strong, Carlisle & Hammond Co., Cleve- 
land, dealer in machinery and mill 
supplies, died July 5, aged 75 years. 
He had not been actively engaged in 
business for several years, owing to 
poor health. Mr. Carlisle was born 
near. Bedford, Ohio, and joined the 
Union Army when 15 years old. In 
1887 he became associated with the 
late E. E. Strong and L. J. Hammond 
in the organization of the Strong, Car- 
lisle & Hammond Co. and was influen- 
tial in the firm’s business until re- 
cent years. His son, Tyler W. Carlisle, 
is secretary-treasurer of the company. 
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General Market News 





Buying Small But More Frequent; 
_ Crop Conditions Good; 
Collections Better 


THA: tana tarveghe buying on the part of retailers con- 


tinues throughout the hardware markets. 


Orders are 


small, but are being placed more frequently than they 


were a month or six weeks ago. 


Crop conditions in the North and Middle West are reported 
to be favorable, and a stronger feeling of confidence is being 
expressed by jobbers and retailers in those sections. 


Collections throughout the country range from poor to fair. 
Price tendencies in the opinion of some observers point down- 
ward, although manufacturers and distributors do not antici- 
pate any sharp downward price movement. 


Deliveries are somewhat better than they have been. 


Fall 


orders are few because retailers are not anticipating their re- 
quirements as far in advance as they did during the late win- 


ter and early spring. 





Frequent House Changes 
in New York 


No change of any significance has oc- 
curred during the past week in the 
New York wholsale market. Numer- 
ous house price changes are being 
made by local jobbers, but these are for 
the most part the result of purely local 
conditions, and are not caused by any 
general market factors. 

Fall prices on some lines are being 
announced to attract buyers. Price. 
for 1925 on some wire products and 
lawn mowers are expected to be an- 
nounced within a few days. Confidence 
is stronger, and collections are consis- 
tently improving. 





Confidence and Crops 
Good in Northwest 


A better feeling exists throughout 
the Twin Cities district. Bumper crops 
are expected, and it is estimated that 
the harvest this year will be equivalent 
to the 1915 crop which means, accord- 
ing to authorities, that the Northwest- 
ern States will reenter the business 
fields this fall with greater buying 
power. 

Price changes are few and unimpor- 
tant in this territory. Demands are 
somewhat stronger and collections are 
reported to be improving gradually. 





Shelf Hardware Sales 
Good in New England 


Aside from a slight upward and 
downward revision in jobbing prices on 
clocks no price changes worthy of spe- 








cial mention were made in this market 
the past week. Collections are said to 
be improving and jobbers are inclined 
to lean to the belief that market values 
may decline somewhat during the early 
fall buying period. 





Lawn Mower Prices Lower 
for 1925 


A reduction of from 7'% to 10 per 
cent on 1925 lawn mower prices has 
been made by some lawn mower manu- 
facturers. 

Warehouse prices of heavy steel 
products in the Pittsburgh territory 
have been cut $2 a ton, effective July 
16. 

A reduction of 50c. per 100 sq. fi 
has been announced by some marke 
centers on bronze wire cloth. 

In some sections of the country ther. 
is a belief that lower market values are 
likely during the early fall months as 
a stimulant to trade. In other quar- 
ters, however, no radical price changes 
are considered at all likely during the 
next few months, although it is believed 
by many authorities that the market 
will continue tu be more or less in the 
hands of buyers for some time. 





Bronze Wire Cloth Down 
50 Cents in Chicago 


The Chicago market has been dull, 
as far as price activity is concerned. 
A reduction of 50c. per 100 sq. ft. was 
announced during the week on bronze 
wire cloth, and was the only change of 
importance, Indications do not point 
to any radical price changes during the 
next few months. It continues to be a 
buyer’s market. 





Copper Situation Shows 
Stronger Market 
Tendencies 


The outlook in the copper market 
has brightened somewhat, according to 
the opinion of market authorities, who 
attribute better conditions to a reduc- 
vlon of surplus stocks. 

It is said that when the leading 
producers of the country decided last 
March to curtail their output, the ef- 
fects were not immediateiy felt. It 
takes approximately 90 to 100 days 
for the mine output to reach the com- 
petitive markets. 

The reduction, however, is having 
its effect now. The nominal quotations 
for copper is around 12%c. per Ib., 
but the purchaser usually has to bid 
higher for any substantial amount of 
the metal. Production and consump- 
tion are both large, although compara- 
tively below the figures for a few 
months back. 

The European situation, it is be- 
lieved, will have a beneficial effect on 
the copper market. It is said that a 
large number of foreign inquiries have 
been received by large American dis- 
tributors. 





Seasonal Goods Moving 
in Pittsburgh 


Seasonal goods are moving well 
throughout the Pittsburgh territory, 
although the volume of business gen- 
erally is more or less confined. Unem- 
ployment is not heavy. The continous 
departments of steel plants are now 
being operated entirely on the 8 hour 
day basis, and a larger number of men 
than formerly are required. 

Conditions in the coal sections of 
Pennsylvania are at present somewhat 
unfavorable, and business in those dis- 


tricts is correspondingly somewhat 
affected. 
Warehouse prices of heavy steel 


products have been cut $2 a ton, effec- 
tive July 16, from the former prices 
named June 21. * 


Cleveland City Trade 
Growing More Active 


City trade is very active. Rural 
trade is better. Lorain orders have 
priority in practically every instance. 
Tremendous demand in that city for 
axes, rope, well wheels, block and 
tackle, and crow bars continues. Mixed 
paints selling heavy. Stocks generally 
are light. Collections are fair. 








Fabricated Steel Sales 


Higher 


June sales of fabricated steel ap- 
proximated 171,600 tons, compared with 
153 400 tons in May and 130,000 tons 
in June, 1923, the Department of Com- 
merce announced yesterday. 

Shipments in June ageregated 202,- 
800 tons, against 184,000 tons in May. 
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Few Price Changes Reported in Chicago; 


ACATION time is on at the wholesalers and with a 

\ portion of the help away from their work there is 
plenty for the remaining ones to do. 
business is quiet—it usually is at this time of year. 
volume is not running equal with last year’s either as to 
current sales or accumulated sales from the first of the 
However, as reported last week, there is 
considerable improvement in the rural districts now that 
late crops are getting a good start and harvest is well 


year to date. 


under way. 


The retail dealer of the agricultural districts of the 
Mississippi Valley is really enjoying the little rush of busi- 
His stocks are, for the 
He has been buying only 
what he needed and has made no large commitments, with 
the result that his wholesale accounts are not in bad shape. 
Hardware dealers in the industrial centers of this dis- 
trict are beginning to feel a somewhat lesser demand due 


ness he is getting at this time. 
most part, as low as possible. 


AUTOMOBILE ACCESS ORIES.—Fair 
weather continues to hold up sales toa 
good volume. 


We quote 
fob. Chicago: 

Spark Plugs.—Splitdorf, 50c. each; 
Regular, 58c. each; Champion X, 45c. 
each; lots of 100, 41c. each: Cham- 
pion Blue Box line, 53c. each; A. C. 
Titan, 58c. each; 100, 56c. 
each; A. C. Special , 44c. each. 

Spot Lights. — Anderson, No. 3280, 
$6.50 each: Stewart, $5.67 each. 

Horns.—E. A. Electric (Ford), $4 
each. 

Jacks.—Reliable Jacks, 
each; in lots of 19, $2.25 each; Sim- 
plex, No. 36, $1.80 each: Ajax, No. 6, 
90c. each; National Standard, No. 21, 
$1.20 each. 

Pumps. — 
$1.55 each. 

Chains.—Non-skid, dozen pair lots, 
33% per cent discount; 50 pair lots, 
40 per cent discount. 

Tires and Tubes.—*s x 3% non-skid 
fabric, $8.65 each: cord, $11.60 each; 
gray inner tubes, 30 x 3's, $1.30 each; 
red inner tubes, 30 x 34, $1.80 each, 


AXES.—Orders are slight in volume, 
except on the lower priced grades. 
Prices continue as follows: 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality single 
bitted unhandled axes, 3 to 4-lIb., $14 
doz. base: double hbitted, $19 doz. 
base; good quality black unhandled 
axes, same weight, single bitted, $13 
doz. base; single bitted handled axes, 
$15 to $22 per doz., according to qual- 
itv and grade of handle. 


BOLTS AND NUTS.—Good sales are 
reported, although the general market 
is weak with price concessions to large 
quantity buyers. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Carriage bolts, cut 
thread, 50-5 per cent discount: small 
carriage bolts, rolled thread, 50-10-5 
per cent discount: machine bolts, cut 
thread, 50-10-5 per cent discount; 
small machine bolts, rolled thread, 
60-5 per cent discount; all stove bolts, 
75-5 per cent discount; lag screws, 
60-5 per cent discount. 


BUILDERS’ HARDWARE.—The vol- 
ume of business continues to be very 
large and prospects are bright. 


We quote fom jobbers’ stocks, 
f.o.b. Chicago: 3% x 3% steel butts, 
old copper and dull brass finish, $3.66 
per doz. pair; 4 x 4 steel butts, old 
copper and du!! brass finish, $4.92 per 
doz. pair; heavy steel bevel inside 
sets, case lots, $7.80 doz.; steel bit- 
keyed, front door sets, $1.90 per set; 


from jobbers’ stocks, 


No 46, $2.50 


Rose 1'4-in. cylinder, 


Price Level 


Of course, 


The 


workers. 


until fall. 


to labor lay-offs and vacations. 
ware in all its lines are not feeling a slump because they 
are selling vacation goods to make up the difference. 

A surplus of labor has been reported all through the dis- 
trict with the exception of the building trades and cement 
Cement plants are reported to be operating on 
full schedules to take care of the road building programs. 
However, a marked general improvement is not expected 
Prices are holding up remarkably well. 


Is Holding Up 


Those who supply hard- 


There 


has been just enough of a demand to warrant holding 


wrought brass bit-keyed front door 

sets, $3.25 per set: cylinder front 

door sets, $7.50 per set. 
CHAIN.—Halter and light chains are 
selling normally. Heavy chain products 
are in moderate demand only. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: *-in. proof coil chain, 
$8.50 per 100 Ib.;: Tenso coil chains, 
50-10 per cent discount; No. 00-4% 
electric welded cow ties, $2.75 per 
doz. 

COPPER RIVETS AND BURRS.—A 
good demand is still reported. 


We stocks, 


and 


from jobbers’ 
f.o.b. Chicago: Copper rivets 
burrs, 40-10 per cent discount. 


EAVES TROUGH AND CONDUCTOR 
PIPE. — Prices continue unchanged. 
Sales are reported as satisfactory. 
We 
f.o.b. 
gutter, 


quote 


from jobbers’ stocks, 
Chicago: Single bead lap joint 
5-in., $4.75 per 100 ft.; Cor- 
rugated conductor pipe, 3-in., $5.10 
per 100 ft.; plain ridge roll, 1%-in., 
$4 per 100 ft.: corrugated conductor 
elbows, 3-in., $1.36 per doz. 
ELECTRICAL MERCHANDISE.— 
Price levels are unchanged. Demand is 
good for seasonal items. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 14 rubber covered 
wire, $7.25 per 1000 ft.; in 1000 ft. 
lots, $7; No. 18 lamp cord, $14.50 per 
100 ft.; in 1000 ft. lots, $13.75; %-in. 
brush brass key sockets, 20c. each; 
two-way plugs, 60c. each; in lots of 
10, 52c. each; one-piece attachment 
plugs, 13c. each; two-piece attach- 
ment plugs. 12c. each; dry cells, box- 
es of 50, 303gc. each; less than case 
lots, 34c. each. 


EYE HAMMERS AND SLEDGES. 

Sales are good and prices remain un- 

changed. 
We 


quote 


stocks, 
black- 
heavier, 


quote 
f.o.b. Chicago: 
smiths’ sledges, 
10c. per Ib. 


FIELD FENCE.—The demand is still 
fair only without definite improvement. 


We quote from jobbers’ 
f.o.b. Chicago: Field fencing, 
per cent discount from lists. 


FILES.—A good demand is reported. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: American files, 60-10 
per cent off list; Nicholson files, 50 
per cent off list; Disston files, 50-10 
per cent off list; Black Diamond files, 
40-10-5 per cent off list. 


from jobbers’ 
Striking or 
b-Ilb. and 


stocks, 
61% 


present levels and as former reductions did not bring out 
any great increases of business sufficient to make the lower 
prices profitable there has been a decided effort to keep 
prices at present levels. 

Some of the spring merchandise is still enjoying a good 
sale due to the very late and backward spring. The de- 
mand on some items from jobbers’ stocks, although it is 
six weeks late, is very good at the present time. 


FRUIT PRESSES AND CIDER 
MILLS.—Local prices are said to be 
very attractive. Sales are showing good 
volume. 
We 
f.o.b. 


jobbers’ stocks, 

Chicago: Juicy fruit presses, 
3-qt., $3.40 each; 6-qt., $4.20 each; 
12-qt., $5.75 each: Enterprise, No. 6, 
$5.50 each; No. 12, $7.30 each; Junior, 
$10 each; medium, $13 each; senior, 
$18 each; extra large, $28 each. 

Cider Millis.—Junior, $21.75 each: 
medium, $25.50 each; senior, $38 
each; self feed, $16 each. 

GALVANIZED AND TIN WARE.— 
Last week another manufacturer, the 
second since January 1, announced their 
quitting the manufacture of galvanized 
tubs and pails. The demand for gal- 
vanized watering pots is holding on 
much later than usual. 


We 


quote from 


stocks, 
galva- 

not 
with 
doz. ; 


from jobbers’ 
f.o.b. Chicago: Competition 
nized after made water pails, 
made of galvanized sheets 
seams cemented, 8-qt., $1.95 
10-qt., $2.20 doz.; 12-qt., $2.40 doz.; 
14-qt., $2.75; galvanized wash tubs 
No. 1, $6.35 doz.; No. 2, $7 doz.; No. 
3, $8 doz.; 5-gal. galvanized kerosene 
cans (tin breast), $7 doz.; 1-bu. gal- 
vanized baskets, $6.75 doz. 


GARDEN HOSE AND LAWN 
SPRINKLERS. — The continued wet 
weather is holding back sales on these 
lines. 


We quote from jobbers’ 
f.o.b. Chicago: Garden hose, 
quality, molded hose, %-in., 
per ft.; %-in., 13c. per ft.; 
good quality, wrapped, -in., 
per ft.: %-in., 12c. per ft.; 
good quality, wrapped, %-in., 12c. 
per - %-in., 14c. per ft.; 5-ply, 
good quality wrapped, %-in., 9c. per 
ft.; %-in., lle. per ft. Lawn sprink- 
lers, Rain King, $28 doz.; original 
fountain sprinkler, $8 doz.; Rainbow, 
38-in. high, $24 doz. 


GLASS AND PUTTY.—Prices remain 
unchanged with some little improve- 
ment in demand. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Single strength A, 25- 
in. bracket, 85 per cent discount; 
single strength A, 34 to 40-in. brack- 
et, 84 per cent discount; single 
strength A, all other brackets, 8&3 
per cent discount; double strength 
A, all sizes, 84 per cent discount. 
Putty—Pure grades, $3.50 per 100 Ib.; 
commercial, $3.20 per 100 Ib. 


quote 


stocks, 

good 

10%4¢. 

3-ply. 

10c. 

4-ply, 
9 
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HATCHETS.—No price changes have 
been announced since the May decline. 
The demand is fair but has improved 
on the lower priced grades. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality hatchets, 
No. 2 shingling, $11.20 doz.; first 
quality hatchets, No. 2 broad, $14.45 


doz.; medium quality hatchets, No. 
2 shingling, $7.25 doz.: medium ‘qual- 
ay hatchets, No. 9’ broad, $10.50 
OZ. 


HANDLED HAMMERS. — Prices are 
unchanged. Sales are moderate in vol- 
ume. 


We quote from jobbers’ 
f.o.b. Chicago: First quality, 
nail hammers, $10.50 doz.; 
ity, 16-oz. machinist hammers, $7.85 
doz.; medium quality, 16-oz. nail 
hammers, $6 doz. 

HANDLES, TOOLS. — Present prices 
are reported to be firm and the demand 
continues fair. 

We quote 
f.o.b. Chicago: 

Axe Handies.—No. 1 hickory, $4 
doz.; No. 2, $3 doz.; second growth 
hickory, $5 doz.; finest selected sec- 
ond growth hickory, $6 doz. 

Hatchet and Hammer WHandies.— 
No. 1, 90c. doz.; finest second growth 
hickory, $1.50 doz. 

HANDLES, AGRICULTURAL.—Sales 
are continuing to show a good volume 
and prices are expected to hold for the 
balance of the season. 


stocks, 
16-02. 
first qual- 


from jobbers’ stocks, 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Hay Fork WHandiles. — Straight, 
chucked and bored, best grade, 4%- 
ft., $4.50 doz.; 5-ft., $5.50 doz; XX 
4%-ft., $4 doz.; 5-ft., $4.80 doz.: X 
4l%-ft., $2.40 doz.; 5-ft., 2.80 doz. 


Hay Fork Handiles.—Bent, chucked 


and bored, best grade with strap, 
ferrule and cap, 4%-ft., $7.50 doz.; 


5-ft., $8.50 doz.; 
ferrule and cap, 


XX bent, wth strap, 
4-ft., $5.50 doz.; 4%- 


t., $5.75 doz.; XX bent, 4%4-ft., $4.50 
doz.; 5-ft., $5.50 doz.; X bent, 4%- 
ft., $3 doz.; 5-ft., $3.40 doz: 


best 
$5.10 
41% - 
$2.60 


Manure Fork Handies.—Bent, 
grade, 4-ft., 
ados.; AX bent, 4-ft., 
ft., $4.40 ‘ 
doz.; 4%-ft., $2.95 doz. 

arden Hoe WHandles.—X 41,-ft., 
$3.45 doz.; X 4%-ft., $2.40 doz. 

Garden Rake Handles. —XX 5'%-ft., 
$5.25 doz.; X 5%-ft., $3.25 doz. 

Shovel Handles. —Regular pattern, 
XX 414-ft., $5.90 doz.; X 4%-ft., $3.90 
doz.; D-handle, best grade, $7.95 
doz.; X grade, $6 doz. 

Spade Handles. — D-handle, best 
grade, $7.75 doz.: X grade, $6 doz. 
HINGES.—tThis line continues to move 

well and prices are holding firm. 

We quote from jobbers’ 
f.o.b. Chicago: Heavy strap 
in bundles, 4-in., $1.26; o-in., $1.7 
6-in., $2.12; 8-in., $3.54; 10-in., $543 
per doz. pairs; extra heavy = hinges, 


stocks, 
we KIT 


in bundles, 4-in., $1.90; 5-in., $2. 
6-in., $2.52; S-in., $4. 30: 10- in., $6.13 
per doz. pairs. 


ICE CREAM FREEZERS.—Slight im- 
provement has been reported but 
weather has not yet been favorable. 


We from jobbers’ stocks, 
f.o.b. White Mountain, 1-qt., 
$5.65 list; 3-qt., 
$8.25 list; 6-qt., 
$13.50 list; 10-qt., 
., $21.55 list; 15-qt., 
20-qt., $33.20 list; 25-qt., 
Arctic 1-qt., $4 list; 2-qt., 
$4.60 list; 3-qt., $5.55 list; 4-qt., 
$6.80 list; 6-qt., $8. 60 list; 8-qt., $11.10 
list. All the above less 50 per cent 
discount. Auto Vacuum freezers, 
1-qt., $3.30 each; 2-qt., $4 each; 3-qt., 
$5.30 each; 4-qt., $6.65 each. 


LAWN MOWERS AND GRASS 
CATCHERS.—Jobbers’ stocks are stil 
complete on most sizes, although some 
manufacturers have had difficulty in 
making deliveries. Sales continue to be 
very good. 


quote 
Ch icago: 

list: 2-qt., 
4- -qt., 


list; 
$42.60 list. 
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We quote from jobbers’ 
f.o.b. Chicago: 

Lawn Mowers.—16-in. ball bearing, 
5-knife, ll-in. wheels, $13.75 each; 
16-in., ball bearing, 4- Knife, 10%-in. 
wheels, $10.95 eac 16-in. plain 
bearing, 4-knife, 10%- in. wheels, $9.50 
each; 16-in. ball bearing, 4- knife, 9- 
in. wheels, $9.50 each; 16-in., plain 
bearing, 4-knife, 9-in. wheels, $8.10 
each; 16-in. ball bearing, 4-knife, &- 
in. wheels, $8.60 each; 16-in. plain 
bearing, 3-knife, 8-in. wheels, $6.40 
each. . 

Grass Catchers. — Gaivanized bot- 
tom, for :4 to 16-inch mowers, full 
packages, $8.80 doz.; galvanized bot- 
tom, for 18 to 21 in. mowers. full 
packages, $9.60 doz.; plain bottom. 
canvas, for 18 to 2l-in. mowers, $7.60 
doz.; plain bottom canvas, for 12 to 
16-in. mowers, $5.90 doz. 


stocks, 





) Looks Good 
to Us 


HARDWARE AGE, 
New York City. 
Gentlemen: 

Six dollars’ worth of your 
valued publication for $4 |! 
looks good to us and you will 
find attached our check for 
this amount, covering two 


years’ subscription, from 
August, 1924, to August, 
1926. 


Yours truly, ') 


WM. PICKETT SON & CO., | 
R. R. Chamberlain. 











NAILS.—A steady demand is reported 
which is running into considerable vol- 


ume. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: Common wire nails, 
$3.65 per keg base: cement coated, 


extra for 
for 
for shorter 


base. The 
Wale is now $2.25 
longer; $2.50 


$3 per keg 
galvanized 
l-in. and 
than 1-in. 


OIL STOVES.—tThe unseasonable 
weather has had an effect on sales, al- 
though the volume from now on may be 
considerable. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Old line New Perfec- 
tion 2-burner stoves, $17 each list: 


3-burner, $22 each list; 4-burner, $28 
each list; new Improved New Perfec- 
tion 2-burner, $22 each list; 3-burner 


$28.50 each list; 4-burner, $35 each 
list; Superfex 2-burner, $36 each list; 


each 
All 


list; 4-burner, 
$58.50 each list. subject to 30 
per cent discount. Lots of ten or 
more are subject to 30-5 per cent 
discount. 


PAINTS AND OILS.—Price levels re- 
main unchanged during the week. 


3-burner, $45 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Linseed Oil. — Raw, barrel lots, 
$1.11 per gal.; 5-bbl. lots, $1.06 per 
gal. 

Linseed Oil.—Boiled, barrel lots, 
a per gal.: 5-bbl. lots, $1.08 per 

tari: tcsceeslimcaaaa lots, 94c. per 
ga 

Denatured Alcohol. — Barrel lots, 
5dbe. per gal. 

White es gor kegs, $14.50; 
50-lb. kegs, $7.50: »-lb. kegs, $3.80; 
12%-lb. Kegs, $2. 

Dry Paste.— Barrel lots, 6c. per Ib. 

Shellac.—(4-lb. goods), white, $3.50 
per gal.; orange, "$3.2 5 per ga 


English Venetian Red.—In barrels, 
$3.50 to $6.75 per 100 Ib. 


PYREX WARE.—Prices remain un- 
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changed and dealers are finding a good 
summer demand. 


We quote from 
f.o.b. Chicago: 


jobbers’ stocks, 





Bread Pans.—No. 212, $7.20 doz.; 
No. 214, $12 doz. 

Casseroles. — Round, No. 167, $12 
doz.; No. 168, $14 doz.; No. 183, $12 
doz.; No. 184, $14 doz. 

Casseroles.—Oval, No. 193, $12 doz.; 
No. 197, $14 doz. 

Pie Plates.—No. 202, $6 doz.: No. 
203, $7.20 doz.; No. 209, $7.20 doz. 

Tea Pots.—2-cup, $20 doz.; 4-cup, 
$24 doz.; 6-cup, $28 doz 

Utility Pans.—No. 231, ‘$8 doz.; No. 
232, $14 doz. 


ROOFING AND PAPER.—Very active 

sales continue to be reported. Prices 

are unchanged but rags and base felts 

have advanced heavily and as firm or 

stronger prices are looked for. 

We quote from jobbers’ 

f.o.b. Chicago: Best grade slate sur- 
faced prepared roofing, $1.95 per 
square; best tale surfaced, $2.35 per 
square; medium tale surfaced, $1.65 
per square; light tale surfaced, 95c. 
per square; red rosin sheathing, $58 
per ton. 


ROPE.—Good demand is still being re- 
ported on account of the heavy hay 


stocks, 


crop. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 1 Manila, stand- 
ard brands, 17% to 19'%c. per Ib.; 
No. 2 Manila, 16% to 18%c. per Ib.; 
No. 1 sisal, 14% to 16%c. per Ib.; 
No. 2 sisal, 13% to 15%ec. per Ib. 


SASH CORD.—Sales are reported to be 
in fair volume. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 7 standard brands, 
$10.30 per doz. hanks; No. 8, $11.75 
per doz. hanks. 


SASH PULLEYS. — Prices continue 


steady with fair demand. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Common sash_ pul- 
leys, 50c. doz.; barrels, 54c. doz.; 
Common Sense, 2-in., 60c. doz.; bar- 
rels, 54c. doz.; No. 105, 52ec. doz.; 
barrels, 48c. doz. 


SCREEN DOORS.—A good demand is 
holding up much later than usual. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Screen Doors.—-No. 266, 2-S x 6-8, 
$23.15 doz.; No. 296, 2-8 x 6-8, $28.20 
doz.: No. $11, 2-8 x 6-8, $40 doz. 

Window Screens. — No. 1833, $5.30 
doz.: No. 2433, $6.50 doz. 


WIRE GOODS.—Bronze wire cloth re- 
duced, 50c. per 100 lbs. Probably fol- 
lowing the copper market. 
We 
f.o.b. 
wire, 


stocks, 
annealed 
weight 


quote from jobbers’ 
Chicago: No. & black 
$3.55 per 100 Ib.; catch 
spool galvanized cattle or hog wire, 
$4.32 per 100 Ib.; 80-rod spool gal- 
vanized hog wire, $3.72 per spool; 
No. 9 galvanized plain wire, $4 per 
100 Ib.; polished fence staples, $3.98 
per 100 lb.; 12-mesh black wire cloth, 
$2.10 per 100 sq. ft.; 12-mesh gal- 
vanized wire cloth, $2.45 per 100 
sq. ft.; 14-mesh bronze wire cloth, 
$6.20 per 100 sq. ft.; galvanized be- 
fore poultry netting, 45-10 per cent 
discount; galvanized after poultry 
netting, 45 per cent discount. 


WRENCHES.—The movement on pipe 
wrenches continues to be good and some 
of the new type socket wrenches are 
moving in satisfactory volume. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Agricultural wrenches, 
60 per cent discount; Coes’ wrenches, 
40-10 per cent discount; engineers’ 


wrenches, 25 per cent discount; Still- 
son, 70 per cent discount; Trimo, 
65-10 per cent discount. 

Snap-On Wrenches. — Radio and 
electrical set, $4: No. 101 Master 
Service set, $15.2 5: No. 202 Heavy 
Duty set, $8.80; No. 303 Ford Mas- 
ter Service set, $14.85; No. 404, Uni- 
versal Socket set, $7; No. 505-B 
Screw Driver set, $3.40; No. 900 
Square Socket set, $3.70. All Snap- 
On wrenches less 40 per cent dis- 
count. 








Dealers in that city are 
selling large quantities of glass, roofing, spouts, gut- 
ters, conductor pipe, rope, trowels, well wheels, wrecking 


tools and such items. 


The city retail trade is very brisk. Mixed paints are 
particularly active, with roller skates and coasters moving 
Reports from Ashland, Wooster, 


steadily. 





AUTO ACCESSORIES AND TIRES.— 
Tire sales have increased in the hard- 
ware trade. General accessories are 
moving well, particularly tool sets. 
Prices are firm. While stocks are not 
heavy they appear well balanced. Tran- 
sient business with tourists is very 


brisk. 


We quote from jobbers’ stocks, 
f.o.b. Cleveland: Millers Falls, No. 145 
jacks, $4.75; Reliable jacks, No. 1, 
$2.33: No. 2, $3.33, in lots of 12; Derf 
spark plugs, 96c. each for all sizes in 
lots of less than 50; Champion X 
spark plugs, 45c. each for less than 
100 and 4l1c. each for over 100; Cham- 
pion regular, 53c. each for less than 
100, all sizes; 50c. each for over 100; 
Reliable jacks, No. 00, $1; No. 1, 
$1.25; Nos. 2 and 3, $1.75. 


AXES.—General farm demand light. 
Lorain dealers continue to need axes 
and kindred tools for the restoration 
work. 


Jobbers quote f.o.b. Cleveland as 
follows: First grade _ single bitted 
axes, handled, $19 per doz.; unhan- 
dled, $14.50 per doz.: double bitted, 
handled, $24.50 per doz.; unhandled, 
$20 per doz. 


BINDER TWINE. — Moderate sales; 
stocks light; prices unchanged. 


Jobbers quote f.o.b. Cleveland: 

Standard, first quality binder 
twine, $5.871%4 per bale. White sisal, 
first quality binder twine, $5.87 % 
per bale. Second grade, $5.62%4 per 
bale. 


BOLTS AND NUTS.— Steady con- 
servative trade; stocks ample; prices 
firm. 


Jobbers quote f.o.b. Cleveland: 
Large machine bolts, cut threads, 
60 and 10 per cent off list; small 
rolled threads, 60, 10 and 10 per cent 
off list: carriage bolts, large and 
small, cut threads, 60 and 2% per 
cent off list; stove bolts, 80 per cent 
off list; hot pressed nuts, $4 off list. 


COASTER WAGONS.—In strong de- 
mand at steady prices. Stocks adequate. 


Jobbers quote f.o.b. Cleveland: 

Auto-Wheel coasters, rubber tired 
disc wheels; size 12 x 28, $5.50: size 
14 x 32, $6.43: size 14 x 34, $7.03: 
size 16 x 38, $7.73; size 18 x 40, $8.33 
each. 

Gendron line, high grade rubber 
tires, size 14 x 32, 8-in., roller bear- 
ing disc wheels, $5.70: size 14 x 34 
10-in. disc wheels, $6.75: size 16 x 
38, 10-in. disc. wheels, $7.15: size 18 x 
40, 10-in. disc wheels, $7.55 each. 

3o0wman All-steel line, size 13 x 
32%, No. 100 loose bearings, $4.50 
to $4.15, according to quantity: No. 
200, same with self-contained bear- 
ings, $4.75 to $4.40, according to 


quantity: No. 80, same with spoke 
wheels, steel tires, $4.50 to $4.15, ac- 
cording to quantity, each. 


stimulus. 
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Jobbers Still Give Tornado Belt Priority 
—Cleveland Sales Improving 


(Cleveland office of HARDWARE AGE) 


LEVELAND wholesalers continue to give priority to 
erders from Lorain, Ohio 


those sections. 
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Bucyrus and Marion indicate healthy flow of business in 
Farmer is buying light, but rural com- 
munity trade in household hardware is fairly active. 
Wholesale orders are much more numerous though the 
individual order is not large. 


Stocks, retail and wholesale, 


are reported light but well balanced. General business 


Mansfield, 









Sherwood Spring-Coasters, rubber- 
tired, ball bearing disc wheels, size 
14 x 32 x 8, $9.55; size 14 x 34 x 10, 
$10.40; size 16 x 30 x 10, $11.55. These 
are list prices. Cleveland jobbers of- 
fer a discount of 33 1-3 per cent. 

American National Line—American 
Boy Red Express Wagon, No. 06, 
$8.65 per doz.; No. 02, $15.80 per doz.; 
No. 4, $32 per doz. Little Toto Coaster 
Wagon, roller bearing, double disc 
wheels, No. 38, $2.20 each; No. 40, 
$3.65 each. American Coaster, roller 
bearing wood wheels, steel tires, No. 
41, $5.40 each; No. 43, $6.40 each. 
National Flyer Coaster, roller bear- 
ing double disc wheels, No. 51, $5.70 
each; No. 53, $6.90 each. 

Janesville Brand, No. 11R. $8.70; 
No. 12R, $7.95; No. 13R, $7.20 each. 


DOG MUZZLES AND LEADS.—Con- 
sistent business being done since July 1, 
the date which the muzzling legislation 
became effective. 


Jobbers quote f.o.b. Cleveland: 

Dog muzzles, leather, $8.00 per doz.; 
wire, $4.00 per doz.; dog leads, $2.50 
per dozen on an assortment card. 


FLY SWATTERS. — Running light. 
Stocks ample and prices firm. 


Jobbers quote f.o.b. Cleveland: 

Fly swatters, Swatsticka, 45c. per 
doz.; National, 60c. per doz.: Kant- 
miss, 65c. per doz.; Queen, 75c. per 
doz.; Sanitary rubber, 95c. per doz. 


FREEZERS.—Demand is better; warm 
days in last two weeks has given fair 
Prices steady. Stocks ample. 


Jobbers quote f.o.b. Cleveland: 

White Mountain Freezers, triple 
action type, 1-qt. size, $2.40 each: 
2-qt. size, $2.80 each; 3-qt. size, $3.35 
each; 4-qt. size, $4.10 each: 6-qt. size, 
$5.20 each; 8-qt. size, $6.75 each. 

Lightning Freezers, double action 
type, 1-qt. size, $2 each: 2-qt. size, 
$2.50 each: 3-qt. size, $2.85 each: 
6-qt. size, $4.25 each; 8&-qt. size, $5.60 
each. 

Auto Vacuum Freezers, 2-qt. size, 
$6 each: 3-qt. size, $8 each; 4-qt. size, 
$10 each: These are list prices sub- 
ject to a discount of 33 1-3 per cent. 
Blizzard Freezers, single action 
tvpe, 1-qt. size, $1.85 each; 2-qat. 
size, $2.20 each: 3-qt. size, $2.60 
each; 4-qt. size, $3.20 each; 6-at. 
size, $4 each. 


Polar Freezers, all 
size, $12 per doz 


metal, 1-qt. 


GARDEN HOSE.—Sales show some in- 
crease. 
not expected to change. 


Stocks satisfactory. 


Jobbers quote f.o.b. Cleveland: 
First quality garden hose, per foot 


as follows: 
%-in. H-in. %-in. 


SO ee Re. 9c. 10c. 

a 9c. 10c. lic. 

Nozzles. —Boston, $6.50 to $6. per 
0z.; Gem, $5.75 to $6 per doz. 


HANDLES (Agricultural and Tool.)— 
Business more active in handles. 





Prices 


conditions in Ohio are normal for this season. 
Seasonal goods are moving steadily. Staple lines are 
very satisfactory. Collections are fair. 


Jobbers quote f.o.b. Cleveland: 

Axe Handies.—No. 1 hickory, $4.25 
per doz.; No. 2, $2.90 per doz.; finest 
selected white hickory, $6 per doz.; 
special white second growth hickory, 
$5 per doz. 

Hatchet and Hammer WHandies.— 
No. 1, 90c. per doz.; finest growth 


hickory, $1.50. 
Handles. Sh ae 


Hay Fork 
hen and bored, ae” $4.50; 5 

416 ft., $3.80 
G0, 40 per ~' 


, $5.50 per doz.; 
seid doz.;: X, 4% 
XX, 5 ft., $4. 65 aoe doz.; X, 5 
$2. ~ per doz. 

» Fork Handles.—Bent, chucked 
and ored, 4% ft., $7.50 per doz., 5 
ft., $8.50 per doz.; X, bent, 4% ft., 
$4.30 per doz.; X, bent, 4% ft., $2.90 
per doz.; Xx, bent, 5 et. $5.25 per 
doz.; X, ‘bent, 5 ft., $3.30 per doz. 

Manure Fork Handiles.—Bent, 4 ft., 
$4.75 per doz.; 4 - $5.10 per doz.; 
XX, bent, 4 ft., $4 per doz.; 4% ft., 
30 per doz.; X, bent, 4 ft., $2.50 per 
doz.; 4% ft., $2.90 per doz. 

Garden Hoe Handies.—XxX, 4% ft., 
$3.30 per doz.; X, 4% ft., $2.40 per 
doz. 

Garden Rake Handies.—XxX, 6 ft., 
= per doz.; X, 5% ft., $3.25 per 
OZ. 

Shovel heer — Regular pattern 
XxX, 4% f $5. 90 per doz.; X, 4% ft., 
$3.75 per lh D handle, best grade, 
$7.95 per doz.: X grade, $6.25 per doz. 

Spade Handies.—D handles, best 
grade, $7.75 per doz.; X grade, $6.25 
per doz. 


NAILS AND WIRE.—More talk re- 
garding the 5 cent shading is heard. 
Market prices as quoted are general 
however. Demand for building very 
active. Stocks satisfactory. 


Jobbers quote as follows, 
land 

Nails, less than carload lots, stock 
shipments, $3.40 per keg: No. 9 gal- 
vanized wire, $3.75 per 100 Ib.; No. 9 
annealed wire, $3.30 per 100 Ib.: and 
cement coated nails, ° 85 per 100 lb. ; 
polished fence staples, $3.85 per 100 
lb.; galvanized fence staples, $4.30 
per 100 lb. Miscellaneous nails, 70 
per cent off list. Cut nails, $3.50 
per keg. 

1 a brads, 70 and 10 per cent off 
st. 

Barbed wire. 100 lb. spools, galv., 
$4.30; Lyman 4 point cattle wire, 80- 
rod spools, $3.64; same, hog wire, 
$3.92. American special, hog wire, 
$2.73. Prices on barbed wire are 
base, stock shipments. 


OVENS.—Sales continue brisk. Stocks 
fair; prices firm. 

Cleveland jobbers quote: 

Security ovens, No. 40, $3.35: No. 

30, $3.05. 

PAINTS AND OILS.—Prices are prac- 
tically unchanged. Demand for mixed 
paints showing considerable increase. 
Dealers say this is banner paint year. 
Materials running light. 


Cleve- 
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Jobbers quote f.o.b. Cleveland: 

Turpentine, in bblis., $1.08%; 
than bbis., $1.18% per gal. 

Linseed oil, in bbls., $1.09; less than 
bbls., $1.17. Boiled, 2c. extra per gal. 
Denatured alcohol, 66c. per gal., in 
wood bbls. 

English Venetian red, in bbls., 3%c. 
per lb:; in 100-lb. kegs, 4%c, per Ib. 

White lead, in 100-lb. kegs, 15c. per 
lb.; in 50-lb. and 25-lb. kegs, 15\c. 
per lb.; in 131%4-lb. kegs, 15c. per Ib.; 
in 500-lb. lots 10 per cent discount; 
other prices are net. 


POULTRY NETTING.—Fair sales; in 
northern Ohio. In central part of the 
State trade is active in netting. Prices 
steady; stocks ample. 


Jobbers quote f.o.b. Cleveland: 

Poultry netting, Cleveland stocks, 
45 per cent; f.o.b. Pittsburgh, 45 per 
cent. 


ROLLER SKATES.—Heavy sales con- 
tinue. Most active item in this market. 
Prices firm; stocks fair. 
Jobbers quote f.o.b. Cleveland: 
Roller skates children’s model, 
Union No. 4, $1.55; men’s model, 


Union No. 5, $1.55. Ladies’ model, 
Union No. 6, $1.65. All prices are 


per pair. 
Sidewalk skates, 78c. per pair. 


SPRAYERS. — Buying fair; 
good; prices firm. 
Jobbers quote f.o.b. Cleveland: 
Sprayers, compressed air, 
galvanized, 3 gal., $4.90 each: 1 gal., 
$3.25 each. Same type, in brass, 3 
gal.. $7.25 each; 1 gal., $4.50 each. 


Atomizers, tin, 1 quart, $3.75 per 
doz.; 1 pint, $3.00 per doz.; % pint, 
$2.50 per doz. 

SPRINKLERS (Lawn). — Picking up; 
dealers are sending in fair sized orders. 
Stocks satisfactory; prices firm. 


Jobbers quote f.o.b. Cleveland: 
Sprinklers, Rain King, $2.33 each 


less 


stocks 
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net; Pluvius, $16.00 per doz.; Foun- 
tain (ring style), $7.75 per doz.; 
Crown, $6.75 per doz. 


STOVE PIPE AND ELBOWS.—Prices 
quoted are guaranteed until Aug. 31, 
1924. Local distributors do not antici- 
pate any immediate change following 
that date, but at press time no definite 
data was available. 


Jobbers quote f.o.b. Cleveland: 

Stove pipe in crates of 25 joints, 
Security blued, 28 gage, 3 in., $3.35; 
4 in., $3.50; 5 in., $3.80; 6 in. $4; 
7 in., $4.65. 

Elbows, Security blued, corrugated, 
28 gage, 3 in., $1.15; 4 in., $1.25; 5 in., 
$1.40; 6 in., $1.55; 7 in., $2.10, all per 
doz. 

Coal hods, galvanized, 17 in., $5.25 
per doz. for open models. Same size 
closed with funnels, $6.50 per doz. 

Stove boards, Crystal, 33 in., $12.25 
per doz.; 30 in., $18 per doz.; 28 in., 
$15.50 per doz.; 26 in., $13.25 per doz. 

Crystal boards, wood lined, oblong 
shape, 20 x 30 in., $15 per doz.; 24 x 
36 in., $16.65 per doz.; 26 x 32 in., $16 
per doz. 

Crystal boards, paper lined, square 
shape, 24 in., $6.65 per doz.; 26 in., 
$7.25 per doz.; 28 in., $8.10 per doz.; 
30 in., $9.65 per doz. 

Crystal stove boards, paper lined, 
oblong shape, 18 x 30 in., $7.90 per 
doz.; 20 x 30 in., $9.30 per doz.; 24 x 
36 in., $10 per doz.; 26 x 30 in., $10.50 
per doz.; 28 x 24 in., $10.75 per doz. 


WINDOW GLASS.—Lorain orders are 
very large. Shipments are being made 
daily to replace the thousands of panes 
and panels which were broken in the 
tornado. Regular trade fairly active. 
Jobbers quote f.o.b. Cleveland: 


Window glass first three brackets, 
single A and B, 86 per cent off list; 
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over three brackets, same grades, 85 
per cent off list. Both sizes double 
A and B, 87 per cent off list. 

Single AA paper wrapped, 85 per 
cent off list; double AA paper 
wrapped, 85 per cent off list; lights, 
roe paper wrapped, 85 per cent off 
ist. 

Putty, pure, in 12% lb. lots, $6.75 
per cwt.; in 25-lb. kegs, $6 per cwt.; 
in 100-lb. lots, $5.50 per ecwt. Com- 
mercial grade, in 121%4-lb. lots, $4.75 
per cwt.; in 25-lb. lots, $4.25 per cwt.; 
in 100-lb. lots, $3.75 per cwt. Glaziers 
points range from 20c. to 22c. per Ib. 


WIRE CLOTH.—Increase demand is 
steady though not exceptionally large. 
Prices very firm. Stocks ample. 

Jobbers quote f.o.b. Cleveland: 

Wire cloth, 12 mesh, $2.10 per 100 
sq. ft. 

Galvanized wire cloth, 12 mesh, 
$2.65 per 100 sq. ft.; same, 14 mesh, 
$3.10 per 100 sq. ft. 

Black wire cloth, 12 mesh, $2.10 per 
100 sq. ft. 

Copper wire cloth, 
per 100 sq. ft. 

Hardware wire cloth, $5.25 per 100 
sq. ft. 


WRENCHES. — Active demand, par- 
ticularly from motorists. Dealers re- 
port very good sales. Prices firm. 


Jobbers quote f.o.b, Cleveland: 
Trimo and Stillson take discount 
of 70 per cent. Coes take discount 
of 40 and 10 per cent. 

Snap-On wrenches f.o.b. Pitts- 
burgh, No. 50, radio and electrical 
set, $4; No. 101, master service set, 
$15.25; No. 202, heavy duty set, $8.80; 
No. 303, Ford master service set, 
$14.85; No. 404, flexible socket set, 
$8.75; No. 505B, screw driver blades, 


14 mesh, $7.25 


$3.40; No. 900 set, square socket, 
$3.70. All Snap-On wrenches less 40 
per cent. f.o.b. Pittsburgh. 





Brands of Goods. 





sterner necessities. 


OIL ON THE WATERS 


LTHOUGH the practice was known and followed in Biblical times and 
before, it is said that the real value of oil to calm the tempestuous sea 
has not been realized and recognized until comparatively recently. 
come, as with the recognition of many other valuable methods, only with 
The United States Hydrographic Office furnishes minute | 
directions as to how to equip and to operate equipment for the purpose men- | 
tioned. And it is said on good authority that the time is coming when sea- 
faring rules and regulations will as strictly call for such oil equipment as 
they today call for wireless or life boats or life preservers. 


If there is anything which is capable of pouring oil on the troubled waters 
of merchandising, and particularly of retailing, it is a stock of known and 
advertised brands of goods. The perilous waves of poor business cannot reach | 
the retail vessel which has poured on its business waters the Oil of Known- 
It finds the field of operations all smoothed out and tranquil 
for it, even beckoning it forward to accomplishment. 


The merchandiser who is the captain on such a bark finds that he is amicably 
filling requests for goods which are recognized by his consumers as having 
known standing, where formerly he was belligerently arguing for the sale 
! of goods about which his consumer knew little or nothing and about which 
he himself was, at best, somewhat skeptical. 
) his Oil of Known-Brands of Goods on his merchandising waters, where it will 
do the most good, is of two kinds, the Manufacturer’s Advertising and the 
Merchant’s Own Advertising. 


And the apparatus which places 


It has 
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Northwest Expects La rge Crops 


—Hardware Buying More Active 


business conditions throughout the district tributary 


Y ‘HERE is a decidedly better feeling as to general 


to the Twin Cities. 


With every condition right for a 


fine crop, estimated to be the equal of that harvested in 
1915, the Northwest States will re-enter the business world 
with a rush, and will form an important part of the mar- 
ket for manufacturers and jobbers during the fall and 


winter. 


Trade in general 


shows 


some improvement lately. 


There is no particular item that shows an increase, as 
an outstanding example, but there is a steady demand for 
seasonal merchandise, and staple lines are improving. 
Prices have remained practically unchanged from last 


week’s quotations. 


AXES.—Sales are at a fair rate, with 
stocks in good condition. Prices re- 
main unchanged. 

We jobbers’ stocks, 
Single bit axes, 
double bit axes, 


quote from 
f.o.b. Twin Cities: 
base weights, $14; 
base weights, $19. 


BOLTS.—There is an even demand 
for bolts of all descriptions, the call 
from garages being good and from the 
rural districts good, for repair work. 
Prices are unchanged. 


We quote from 
f.o.b. Twin Cities: 
carriage bolts, 


jobbers’ stocks, 


Small and large 
50-10 per cent: small 
and large machine bolts, 50-10-10 
per cent from lists; stove bolts, 70 
per cent; lag screws, 60 per cent 
from lists. 


BRADS.—There is no change in the 
call for this class of goods, the build- 
ing markets being at a rather low 
point. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wire brads in 25- 
Ib. boxes, 70-10 per cent. 


BUILDERS’ HARDWARE.—With the 
building industry at a low to medium 
condition, as far as larger projects are 
concerned, the call for builders’ hard- 
ware is only fair. The majority of 
building being done is small houses, 
with few business or municipal build- 
ings in progress. 

CHURNS.—There is a fair demand, 
with no changes in prices. Stocks are 
in good condition. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Barrel Type 
Churns, 40 per cent from standard 
lists. 


EAVES TROUGH CONDUCTOR PIPE 
AND ELBOWS.—Repair work is taking 
a fair proportion of this class of mate- 
rial. Stocks are in good condition, with 
prices steady. 


We quote from 
f.o.b. Twin Cities: 
joint, single bead, 


jobbers’ stocks, 
Eaves trough, lap 
an al cr. 


5-in., $5.25 per 100 


ft.: 3-in., 28-gage conductor pipe, 
$5.40 per 100 ft.; 3-in., conductor el- 
bows, $1.73 per doz. 


COASTER WAGONS.—Summer is a 
good selling season for wagons and 
wheel goods, and this year is no excep- 
tion. Considering general conditions, 
there is a good call for goods of this 
description. Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Auto wheel coast- 


er wagons No. 60, $5.50 each; No. 61, 





$6.44 each; No. 62, $7.03 each; No. 63, 
$7.22 each. Overland coaster wagons, 
3314 per cent from factory lists; all 
steel coaster wagons, 50 per cent 
from list. 


FILES.—tThere is no change in prices, 
and stocks and sales are on a good 


basis. Some increase in sales has been 
noted lately. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grades of 





A Black Brick Building 


NE building, among all New 
QO York’s great skyscrapers, 
stands out from the rest—not be- 
cause it is taller or larger or more 
. richly ornamented but because it is 
built of black bricks. The building 
) was completed only recently. It 
is the embodiment of a new idea in 
buildings. 

) Golden-colored stone trimmings 
work together with the bricks to 
give a rich black and gold effect. 
The building stands out from its 


crowd of neighbors. People talk § {| 
about it. That is good advertising 
for the American Radiator Com- { 


pany, whose home it is. 

Folks used to think that a cbm- 
mercial building had to be built of 
red brick or yellow brick or gray 


stone. Then an architect had a 
new idea! 
Have you found the new idea 


that will make people talk (favor- 
ably) about your business? From 
The Idea. 











files, 50 per cent: second grades of 
files, 60 per cent from standard lists. 


FREEZERS.—With the continued warm 
weather of the past two weeks, sales 
of freezers have increased. There have 
been no changes in prices, and stocks 
are heavy enough to meet the demand. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: White Mountain 
and Arctic Freezers, 50 per cent from 


lists: Alaska Freezers, 20-10 per cent 
from lists: Auto Vacuum freezers, 
331%, per cent from lists. 


GALVANIZED WARE.—There is a 
very fair demand for galvanized ware 
of all descriptions, with stocks in good 
condition. Prices are unchanged from 
last quotation. 





We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard No. 1 
galvanized tubs, $6.40; No. 2, $7.15; 
No. 3, $8.40; heavy galvanized tubs, 
No. 1, $12; No. 2, $13.25; No. 3, $14.50; 
standard galvanized pails, 10-qt., 
$2.25; 12-qt., $2.40; 14-qt., $2.75; 16- 
qt. stock pails, $4.50, and 18-qt., $5.25 
per dozen. 


HAMMERS AND HATCHETS.—Sales 
are fair, with stocks in good condition 
and prices steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Carpenters’ ham- 


mers, Maydole No. 11%, $11.40; 
Plumb HFS81, $12: Riverside No. 


611%, $12; Plumb Broad Hatchet No. 

2, $17.15: Plumb  shingling No. 2, 

$13.15; Plumb claw No. 2, $14.40 per 

doz. 
HOSE.—The warmer and dryer weather 
has improved the market on hose con- 
siderably. There is a steady demand 
for garden hose at present, with stocks 
large enough to care for it. There is no 
change in price. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Garden hose, com- 
petition grade, 3-ply, %-in., 9c. per 
ft.; 5-ply garden hose, 10%c. per ft.; 
*%-in. molded hose, 12c. per ft.; %-in. 
hose about ic. less. 


LAWN MOWERS.—Sales are at a good 
rate, with prices steady and stocks in 
good condition. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best standard 
grades of lawn mowers, 25 per cent 
from lists: 16-in. ball bearing mow- 
e.s in ordinary grades, $9 to $10.50 
each, according to quality. 

NAILS.—Sales are at a fair rate. 
Stocks are in good shape and prices 
holding steady as last quoted. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities; standard wire 
nails, $4.00 per keg base, and ce- 
ment-coated wire nails, $3.25 per 
keg, base. 


PAINTS.—The last few weeks has seen 
a falling off in the demand for paints 
and paint materials. Prices are steady 
and stocks ample. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: First grade house 
paints, $2.80 per gal.; second grade 
house paints. $2.10 per gal.; best 
white lead, $12.83 per cwt. 

PYREX OVEN WARE.—Prices are 
steady, with stocks in. good condition. 
Sales are fair. 

We 

f.o.b. 


No. 
197 


jobbers’ stocks, 
Pyrex oven ware, 
101 casseroles, $1.33 each; No. 
casseroles, $1.11 each; No. 202 
pie plates, 50c.; No. 210 pie plates, 
67c.; No. 212 bread pans, 60c.; No. 
231 utility pans, 67c.; No. 12 tea 
pots, 2-cup, $1.67 each; No. 24 tea 
pots, 4-cup, $2 each; No. 36 tea pots, 
6-cup, $2.33. 


ROPE.—The largest demand for rope 
at present is from the rural districts, 
for haying purposes. Retail sales are 
good in that respect, but are only fair 
in the larger cities. Prices are un- 
changed. 

We 


quote from 
Twin Cities: 


jobbers’ stocks, 
Best grades of 


quote from 
f.o.b. Twin Cities: 
manila rope, 19%ec. per Ib.; best 


grades of sisal rope, 16% ec. per Ib. 
SANDPAPER.—There is a fair demand 
for sandpaper in the building trades 
and shops, but small from the sash and 
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door mills at present. Prices remain 
unchanged, with stocks in good condi- 
tion. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade No. 1 
per ream, $5.85; second grade No. 1 
per ream, $5.25; Garnet paper No. 1 
per ream, $16.50. 


SASH CORD.—Sales are fair in sash 
cord, with stocks in good condition. 


Demand shows some increase. Prices 
are unchanged. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grades No. 
S, 86c. per Ib.; ordinary grades No. 
S, 56c. per Ib. 


SASH WEIGHTS.—Sales are fair, with 


plenty of stock on hand. Prices are 
unchanged. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Sash weights, 


2.50 per cwt. 


SCREWS.—Sales of wood screws are 
fairly good, with plenty of stock on 
hand to meet the present demand. 
Prices are unchanged from last quota- 
tion. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Flat head bright 
wood screws at 75-15 per cent; 


round head blued at 75-5 per cent; 
flat head brass at 70-10 per cent; 
round head brass at 65-10 per cent 
from standard lists. 


STEEL SHEETS. — Demand shows 
little improvement as yet for this class 
of material, although there is some in- 
quiry for repair work. New work is at 
a low point. Prices remain unchanged. 


We quote from 
f.o.b. Twin Cities: 28-gage galva- 
nized steel sheets, $5.95 per cwt.; 
28-gage black steel sheets, $5.05 per 
cwt. 


jobbers’ stocks, 
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TIN PLATE.—This is in the same class 
as the foregoing item, with prices 
steady and sales comparatively light. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Tin plate, furnace 
coke, ICL, 20 x 28, $14.75 per box; 
roofing tin IC 20 x 2s, S-lb. coating, 
$14.25 per box. 
WHEELBARROWS.—Sales are fair to 
good, with prospects for improvement 
soon. Prices are steady and stocks are 
in good condition. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wood stave bar- 
rows, fully bolted, $37.50 per doz.: 


Tubular steel, No. 1, $6.75 each; wood 

garden barrows, $6.25 each. 
WINDOW SCREENS AND SCREEN 
DOORS.—There is some improvement 
in the sales of this class of merchan- 
dise, with the advent of warmer 
weather and increase in the number of 
flies. Stocks are ample to meet the 
demand, and prices firm, 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 24-in. Sherwood 
adjustable window screens, $7.40 per 
doz.; 24-in. Wabash extension, $6.50 
per doz.: Common screen doors, 2-8 
x 6-8, $28.20 per doz.: Faney screen 
doors, 2-8 x 6-8, $32.30 per doz. 


WIRE.—Fence wire sales are light at 
present in a retail way, the farmers 
busying themselves about the early 
harvest, hay and early grains demand- 
ing their attention. Stocks are well 
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assorted but light, and prices remain 
unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Barbed painted 
cattle wire at $3.51 per S80-vod spool; 
painted hog wire at $3.76 per 80-rod 
spool; galvanized cattle wire at $3.77 
per S80-rod spool; galvanized hog wire 
at $4.04 per S0-rod spool; No. 9 
smooth black annealed wire at $3.90 
per ewt., and galvanized smooth No. 
% wire at $4.35 cwt. 


WIRE CLOTH.—tThere is a fairly good 
call for wire cloth at present for repair 
purposes. Jobbers are selling now on 
fill-in orders to the retailers. Stocks 
are becoming somewhat broken, with 
prices unchanged. 
We quote from 
f.o.b. Twin Cities: Black wire cloth, 
12 x 12 mesh, $2.10 per 100 sq. ft.; 
galvanized cloth, 12 x 12 mesh, $2.60 
per 100 sq. ft. 


WRENCHES.—tThere is a fair call for 
wrenches of all descriptions, with per- 
haps the automotive trade in the lead. 
Prices remain unchanged. 


We quote from 
f.o.b. Twin Cities: 

Agricultural wrenches, 65 per cent; 
Coes’ wrenches, 40-10 per cent; en- 
gineers’ wrenches, 62% per cent from 
new lists; Knife handle wrenches, 
40-10 per cent; Stillson and Trimo 
wrenches, 60 per cent. Snap-on 
wrenches in sets, Master Service No. 


jobbers’ stocks, 


jobbers’ stocks, 


191, $15.25; No. 202, $8.80; No. 404, 
$8.75; No. 505B, $3.40, less 40 per 
cent. 


No. 50 radio and electrical set, $4; 


No. 101 Master Service Set, $15.25; 
No. 202 Heavy Duty Set, $8.80; No. 
303 Ford Master Service Set, $14.85; 
No. 404 Flexible Socket Set, $8.75; 
No. 505B Screwdriver Blades, $3.40; 


No. 900 Set square socket, $3.70, less 
40 per cent. 








in Radio in One Day 


C A. LONDELIUS & SONS, hardware dealers, Chicago, hung up a 
e radio sales record one Saturday recently that is hard to beat. The 
total sales for the day amounted to $1,500. Sales covered four large 
sets and six smaller kinds, and the sales of incidentals ran between $400 
and $500. This firm considers the radio department’s growth, in the 
space of two years, as nothing short of remarkable. 


The company has adopted Service as its slogan, and its unusual success 
may be attributed in no small measure to the fact that its radio salesmen 
know radio and are therefore qualified to give expert advice to customers 
in respect to the type of apparatus best suited to their individual require- 
ments, operation, and the care of sets, batteries, ete. 
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Outlook Favorable But 
Present Buying 


Light in N. Y. 


Numerous individual house changes 
are being made in New York, which 
makes the price situation more or less 
indefinite, but as these price changes 
are governed, for the most part, by 
local competitive conditions, the gen- 
eral market has not been materially 
affected. Local buyers, however, have 
received the benefit of many of these 
changes. 

Buying is still being done for the 
most part on a hand-to-mouth basis, 
although, as pointed out last week, the 
number of orders being received by 
jobbers is somewhat larger than it has 
been for several weeks past. Dealers’ 
stocks in the New York territory have 
been fairly well liquidated, and the 
same is true, perhaps to a larger ex- 
tent, of jobbers’ stocks. 

Retailers, however, are not anticipat- 
ing their fall and winter requirements 
to the extent that they have in other 
years, and this condition, it is believed, 
will make it necessary for jobbers to 
carry larger stocks than they had 
planned in order to be able to meet 
the pick-up demand which will neces- 
sarily make itself felt during the fall 
and winter season. 

Deliveries are fair, collections are 
said to be improving, and the general 
outlook is regarded by local jobbers 
and retailers as favorable for good 
business after the elections. 





Current Demands Favor 
Tools and Staples 


Current demands continue to favor 
staple goods, particularly shelf hard- 
ware and tools. Seasonal goods are 
inactive. All kinds of carpenters’ and 
mechanics’ tools, shelf hardware, build- 
ers’ hardware, and the other well- 
known hardware staples, are in fairly 
strong demand in all sections of the 
city as well as in the suburbs. 

Canning supplies are also being 
given considerable attention in subur- 
ban and rural districts. 

Electrical specialties, such as fans, 
toasters, and to some extent, washing 
machines and vacuum cleaners, are re- 
ported to be more active than they 
have been for some time past. Dealers’ 
stocks on these items are small, but for 
the most part adequate. 


Demands Small for Wire 


Demands are small, but still fairly 
active, for wire products. Local prices 
are unchanged. 


Jobbers’ quotations to _ retailers, 
f.o.b. New York: 

Barbed Wire.—50-ft. coil, 52c.; 100- 
ft. coil, 95c. 

Wire.—Annealed Line Wire, 12 lb. 
stones, plain, No. 16, 85c.; No. 18, $1; 


No. 
No. 19, $1.05, 

_Galvanize d wire, No. 16, $1.08; No. 

$1.25: No. 19, $1, 36. 

asics oy ey steel — 100° -- bun- 
dles, No. $5.75; No. 6, $5.75; No. 8, 
$5.75; No. 0 $6: No. 2 "$6. 95: No. R 
$6.65. f° Ib. bundles, No. 6, $7.50: 
R, $7.5 No. 10, $7.80; No. 12, $8. 10: 


No. id, "'gg 35, o 
Staples. —Poultry netting 


staples, 
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Will Prices Drop 
This Fall? 


A reduction of 50c. per 100 sq. 
ft. has been made by some manu- 
facturers of bronze wire cloth. 

Lawn mower prices for 1925 
will show a reduction of 7% to 
10 per cent, according to some of 
the local distributors. 

The opinion in the New York 
market regarding fall prices is 
that there will be slight reduc- 
tions made to attract early buy- 
ers to fall and winter goods, al- 
though it is not believed that 
these reductions will be in any 
sense radical. 

Many of the _ recent price 
changes in New York are being 
made by local distributors, and 
are governed by local conditions. 
Few price changes of major im- 
portance have been made re- 
cently. The general view is that 
no strong downward movement is 
likely, although numerous small 
temporary readjustments are 
probable. 











%-in., 1 lb. packages, 10c. per Ib.; 
10 lb. box, 9c. per Ib.; 100 lb. keg, 
7T%c. per Ib. 
arbed wire staples, 1%4-in, 25 Ib. 
to the box, $7.50 per 100; 100-lb. keg, 
$6.75. Barbed wire staples, 1% in., 
25 lb. to the box, $7.50 per 100; 100- 
Ib. keg, $6.75. 

Ribbon wire staples, 1% in., $6.75 
per keg. 





Dutch Boy Paint Advanced 


National Lead Co., 111 Broadway, 
New York City, has announced that 
the dealer’s discount on Dutch Boy 
liquid lead, black paint, first coater 
and wall primer is increased from 25 
to 30 per cent, effective July 15. 


Sidewalk Cleaner Queries 


Interest in sidewalk cleaners is con- 
fined to inquiries. Some firms in the 
local market are quoting prices as 
follows: 


Jobbers’ quotations 
f.o.b. New York: 

No. 24, $4 per doz.: No. 
per doz.; No. 27, $8 per doz.; 
$9.50 per doz. 


to retailers, 


26, $5.95 
No. 28, 





Battery Interest Keen 


Keen interest is reported for bat- 


teries. Stocks are fair and prices firm. 
Jobbers’ quotations to retailers, 
f.o.b. New 


or 
Batteries.—Red Seal, 26c. each. 





Butts Booming 


Particular interest in being shown 
butts and hinges. Prices are firm; 
stocks fair. 

Jobbers’ quotations 

f.o.b.. New York: 

Butts.—-3% x 3%, case lots, 24%c. 


per pair; in less than case lots, 27c. 
per pair. 


to retailers, 
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More Intelligent 
Buying Needed 
Say Jobbers 


Jobbers in New York entertain the 
opinion that hand-to-mouth buying will 
continue for some time—until after the 
elections, anyway. The primary reason 
for this is said to be some more or less 
undefinable feeling of uncertainty that 
prevails not only in this market but 
generally throughout the country. 

The fundamental conditions are gen- 
erally recognized as sound, but the com- 
bination of politics and poor weather 
that came with the spring has left a 
deeper effect, it is believed, than many 
are inclined to admit. The fact that 
many holders were unable to dispose 
ot seasonal goods this year, without 
cutting prices, has caused buyers to 
hesitate about placing future orders. 

All of these factors, it is said, will 
prevent the development of any large 
buying movement, and jobbers are 
consequently making preparations to 
carry stocks that will be adequate to 
meet a substantial pick-up demand this 
fall and winter. 

Jobbers, however, are urging their 
customers to follow a policy of “intel- 
ligent buying rather than cautious buy- 
ing,” so as to prevent the freezing of 
distribution channels. 





Inquiries for Scoops 


Jobbers report they are booking a 
few orders for fall delivery of furnace 
scoops. Prevailing quotations are 


Jobbers’ quotations to _ retailers, 
f.o.b. New York: 

No. 2, steel “‘D’’ handle, $5.50 pe 
doz.; No. 2, wood ‘D’’ handle, $7. P35 
per doz.; long handled furnace 
scoops, $5 per doz.: Ideal ‘‘D’’ 
and long handle, $10 per doz. 


wood 





Crab Traps in Strong 
Demand 


Crab traps and nets are very active. 
Prices are firm and stocks fair. 
Jobbers’ quotations to _ retailers, 
f.o.b. New York: 


Crap traps, 60c. each. Nets, wood 
handle, 35c. each. 





Wooden Rakes Firm 


Wooden rakes continue to attract 
local interest at firm prices. 


Jobbers’ quotations to 
f.o.b. New York: 

Wooden Rakes.—Wooden hay rake, 
12 teeth, two bows, 40c. each; same 
with three aluminum steel bows, 14 
teeth, varnished head, 63c. each. 

Lawn Rakes.—Three wood bows, 
24 teeth, 55c. each; same with 3 
aluminum steel bows, 24 teeth, 72c. 
each. 

Ladies’ Lawn Rake.—Two wood 
bows, 18 teeth, varnished head, 5-ft. 
handle, 50c. each. 

Wire Lawn Rake.—24 wire teeth, 
20-in. head, malleable socket, se- 
curely fastened to head, pinned teeth 
and head, 55c. each. - 

wvC, 


retailers, 


Genuine Yamada lawn rake, 


ach. 

Steel Rakes.—Medium steel garden 
rakes, bronze finish, straight teeth, 
5%-ft. ash handle, 12 teeth, 77c. each; 
14 teeth, 8lc. each: 16 teeth, 89c. 
each. Malleable, 12 teeth, 32c. each; 
14 teeth, 36c. each; 16 teeth, 40c each. 
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CUSTOMER may buy 
his hardware hap- 
hazardly, but he holds 
you responsible after- 
wards. Assure your 
good reputation by sell- 
ing McKinney Hinges. 


McKINNEY MANUFACTURING COMPANY 
PITTSBURGH PENNSYLVANIA 
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Wire Cloth Slow 


Interest in wire cloth is confined to 
pick-up orders. Lower quotations are 
reported on bronze wire cloth. 


Jobbers’ quotations to retailers, 
f.o.b. New York: 

Poultry Netting.—From New York 
Stocks, 45 per cent; f.o.b. VTitts- 


burgh, 45-5 per cent. 

Wire Cloth.—Jobbers’ quotations, 
f.o.b. New York: 

Black wire cloth, 12-mesh, $2.30 per 
100 sq. ft. 

Galvanized wire cloth, 12-mesh, 
$2.75 per 100 sq. ft.; 14-mesh, $3.25 
per 100 sq. ft. 

Copper wire cloth, 1l4-mesh, $7.25 
per 100 sq. ft. 

Bronze, 14- mesh, $7.50 to $7.75 per 
100 sq. ft. bronze, 16-mesh, $8.95 per 
100 sq. ft. 

Wire cloth, galvanized square mesh 
cloth, %-in. mesh, $5 per 100 ~ ft.; 
g-in. mesh, $5.25 per 100° sq. ft. 
4-in. mesh, ft. 


$5.50 per 100 sq. 


Sash Cord Demands 


Restricted 
Demands for sash cord are more or 
less confined to actual needs. Prices 


vary in different parts of the city. 
The prevailing quotations on popular 
brands range from 40%2c. to 49%c. per 


Garage Sets Active 


Keen interest is being shown garage | 


prices firm. 
to 


Stocks are fair; 
quotations 
York: 


sets. 
Jobbers’ retailers, 
f.o.b. New 
Garage Sets. — (Stanley, 
Lots of 6, $2.95 per set. In 
less than 6, $3.10 per set. 


17765). 
lots of 


Pails Starting 


Jobbers report inquiries for galvan- 


ized pails. The present buying is slack. 
Prices are firm and stocks fair. 


Jobbers’ quotations to retailers, 
f.o.b. New York: 

Galvanized pails, 8 qt., 
10 qt., 22%c. each; 12 qt., 


14 qt., 27%c. each; 16 qt., 


Jar Rubbers Selling Well 


Jar rubbers are being quoted in the 
local market at 80c. per gross in 12 
gross lots, and 85c. per gross for less 
than 12 gross lots. 


19 loc. 
24%c. 


oo eC. 


each: 
each: 
each. 


Strong Calls for Bottle 
Cappers 


Bottle cappers are active. Interest 
in all parts of the city is strong. Prices 
are firm and stocks are said to be in 
fairly good condition. 

Jobbers’ quotations 
f.o.b. New York: : 

Eveready metal base, No. 3, 
each: Rimeo bottle capper. 
each: Crown bottle cap, 5 Ib. 
$1.10 per bag. 


to retailers, 
S8c. 
$1.46 
bag, 


Screws Fairly Brisk 


Interest in screws in fairly brisk. 
Prices are holding and jobbers report 
reasonably well assorted stocks. 


Jobbers’ quotations to. retailers, 
f.o.b. New York: 

Screws at head, steel 
screws, 66% to 70-5 per cent. 

Round head steel machine 
66% to 70-5 per cent. 

Flat head brass machine 
60 to 60-10-5 per cent. 

Round head brass machine 
60 to 60-10-5 per cent. 


machine 
screws, 
Screws, 


ScTews, 


stocks are for the most part compara- 
tively small. 














HARDWARE AGE 


Flat head steel wood SC rews, 
bright, full packages, 75-20-5-5 per 
cent, 


Galvanized iron, 60-20-5 »-5 per cent. 

‘lat head brass, 70- 20-5-5 per cent. 
Round head blued, 724%-20-5-5 per 
ent. 

Round head nickel plated, 62%-20- 
5-5 per cent. 

Round head 
cent. 

Prices vary in different sections of 
the city. | 


cee 


brass, 67%-20-5-5 per 














Nails Lack Interest | 


Current interest in nails is more or | 
less confined to immediate  require- 
.ents. Prices are unchanged and 





Jobbers’ quotations to. retailers, 
f.o.b. New York: 

Nails.—Wire nails, $3.75 base per 
keg. 

Cut nails, $4.35 base per keg | 


Wire nails and brads in smaii lots, | 
70-10 per cent off list, in 1-lb. papers. 

Roofing nails, 1 x 12, plain, $5.20 
per 100-Ib.; galvanized, $8.20 per 100, | 

American felt roofing nails, % x 
10%, plain, $6.50 per case. Galvan- 
ized, $10.25 per keg. 


Freezers Brisk 





Demands are active for ice cream 
freezers throughout this _ territory. 
Prices are firm and stocks ample. 


Jobbers’ quotations to retailers, 
f.o.b. New York: 

Freezers, triple action, $1.15 each. 
Auto Vacuum freezers, 1 qt., $3.33 
each; 2 qt., $4 each; 3 qt., $5.35 each; 
{ at., $6.67 each. 





White Mountain freezers, 2 qt., 
$2.83 each; 3 qt., $3.38 each; 4 qt., 
$4.12 each: 6 qt.. $5.03 each: 8 qt. | 
$6.75 each; 10 qt., $9 Pe = 12 qat., 
$10.78 each; 15 qt., $12.80 each: 20 qat., 
$16.50 each. 


Profit Packages Selling 
Well 


Interest is increasing for ‘Plumb 
Profit Packages.” These packages con- 


tain 18 tools, which include 6 nail 
hammers, 2 ball pein hammers, 4 
hatchets, 6 scout axes with sheaths, 


window trim material, display cards 
and a counter case. The price is $17.30 
per package. ! 


Drills in Demand 


Drills of all kinds are in good de- 


mand. Prices are firm and_ stocks 
ample. 
Jobbers’ quotations to retailers, 
f.o.b. New York: 


Straight and round shank drills, 60 
per cent from standard list. 
Wire gage drill, 60 per cent from 
standard list. 
Millers Falls No. 1, 12%4-in. long, 
3, 1ll-in. long, $2.30 


$2.80 each: No. 
each; No. 5, 12%-in. long, $2.49: No. 
each: No. 1530, 


», 
1430, 10%-in., $3.50 
10% 


-in., $4.65. 


Hose Interest Confined 


Interest in garden hose is confined 
to pick-up demands. Prices are un- 
ehangved and stocks are apparently 
sufficient for current needs. 





Jobbers’ quotations to retailers, 
fob. New York: 

Molded hose. llc. per ft. for 25 ft. 
lengths and 10%c. for 50 ft. lonarthoe. 

Garden Hose.—4-ply. 4%, per ft.; 
5-ply, 9%c. per ft.; 6-ply, lle. per ft 
Good Luck brand. lle. per ft. Milo 
brand, a per ft. Bull Dog brand, 
13%ec. per ; 
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Nozzies.—53c. each; less 5 per cent 
for boxes. 

es lia %, % and 34-in., 
10%c, each. 

Hose Clamps.—Galvanized, %, % 
and %-in., $2, $2.05, $2. res ‘eat 4 
per 100; brass, same sizes, 10, 
$3.20 respectively per 100. 

Hose Menders.—(Cooper’s), % and 
%-in., 6c. each; (Perfect Clinch), %, 
5% and %-in., 7¥%c. each. 

Hose Reels.—M. & K. No. 2, $2.95 


each: No. 10, $3.90 each; No. 20, $4.45 


each. Victor, $2.05 each. 


Solder Steady 


Demands for solder are consistent. 
No price changes are reported. Stocks 
are fair. 


Jobbers’ quotations to _ retailers, 
f.o.b. New York: 
Bar solder, 3lc. per lb. Strip solder, 


Kester solder, acid or 


per Ib 


37c. per Ib. 
rosin core, 58c. 


Bolts Regular 


Fair activity continues in the bolt 


market. Prices are unchanged; stocks 
are fair. 
Jobbers’ quotations to retailers, 
f.o.b. New York: 
olts.—- Common _ carriage bolts, 
small, 50 per cent; large, 40-10 per 
cent. 
Machine bolts, small, 50 to 50-10 


large, 50 to 50-10 per cent. 
Lag screws, 50 to 50-10 per cent. 
Stove bolts, 75 to 75-10-5 per cent; 
both flat and round head. 
Sink bolts, 75 to 75-10-5 ner cent. 
Tire bolts, 45 to 50 per cent. 
Step bolts, 33% per cent. 
Screw anchors, 75-10 per cent. 
Lag screw shields, 80 per cent. 
Machine bolt shields, 65 per cent. 
Prices vary in different sections of 
the city. 
Spring cotters, 30 per cent. 


per cent.; 





Copper rivets and burrs, 40 per 
cent. 

Round head iron rivets, 60-5 per 
cent; 10-in. rivets, black and tin, 
60-10 per cent. 

Cap screws, 80 per cent. 

Sprayers Sluggish 
Interest in sprayers is_ sluggish. 
Prices are holding; stocks fair, and 
no new interest is developing. 

Jobbers’ quotatious to retailers, 
f.o.b. New York: 

Sprinklers.—Sheet brass, 8 in. in 
diameter, 59c. each; sprinkler, cres- 


cent shape, top polished wrought 
brass, bottom galvanized steel, 
throws all water to the front and 
sides, 8%-in. base, 58c. each; sprink- 
ler, 11 in. high, mounted on heavy 
malleable iron sleds, 3 brass arms, 
other parts japanned, $1.38 each: 
sprinkler, 20%-in. high, 3 brass arms, 
$2.25 each. - a, King lawn sprink- 
lers, $2.33 each 

Sprayer. —Tin, will spray all kinds 
of liquid, capacity 1 pt., length 10 
in., 25c. each; same capacity, 1 at., 
length 14 in., 3le. each. 

Junior Sprayer.—-Galvanized steel 
tank, 20 in. long, 7%-in. in diameter, 
riveted and soldered, brass pump and 
valve, capacity 4 gal., shoulder strap, 
heavy rubber tube, automatic shut- 
off nozzle, $5.25 each; bucket pump, 
working parts all brass, handle and 
foot rest malleable iron, equipped 
with 3 ft. %-in. hose with spray 
nozzle, $3 each; continuous sprayers, 
oe * ea 90c. each; brass, $1.15 
eac 


Pulleys Moving 


Fair interest is still reported for 
galvanized clothes line pulleys. Prices 
are firm; stocks adequate. 


quotations 
f.o.b. New York 

Superior Clothes Line Pulley, 6 in. 
wheel, $2.25 per doz. 


to retailers, 
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R-W Steel Folding Builders’ Brackets 


Look at the load supported on three R-W Builders’ Brackets! This is a much 


greater load than ordinary working conditions would ever demand—affording a 


tremendous margin of safety. 

R-W Builders’ Brackets are not only the strongest, but the most practical. They fold into con- 
venient form for handling and take up little room when stored. No more expensive than wood 
brackets, yet last a lifetime. When a job calls for two dozen or more brackets they actually save 


their cost. ————EE———— 


No other steel bracket folds so compactly 
or requires so little space for storage. An 
evclusive feature with R-W Brackets. asy tO ; {TAC 


R-W Brackets are very easy to attach—the hook or 
tail screw for fastening to sheathing and studding in- 
sures complete safety, while sway braces prevent 
swinging. Made entirely of high-grade steel and 
reinforced to provide strength and durability. 


ee 







Illustration shows the No. 231 with sway brace on 
upright. The No. 261 is the same, but has sway 


braces riveted to side of top bar. 

R-W Builders’ Brackets are packed one dozen to a 
crate and are a very profitable item to handle. If you 
do not already carry them in stock, our nearest 
branch can supply you. 


FOLDED 

















New York Chicago 
Boston Minneapolis 
Philadelphia Omaha 
Cleveland Kansas City 
Cincinnati AURO RA,ILLINOIS,.U.S.A. Los Angeles 
Indianapolis RICHARDS-WILCOX CANADIAN Co., LTD. Sem F'ranaieco 
St. Louis Seattle 
Winnipeg LONDON, ONT. Montreal (924) 
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Hardware Buying Slightly Better 
but Pittsburgh Steel Market Weak 


(Pittsburgh office of HARDWARE AGE) 
ARDWARE business still is good in the lines sea- 
H sonal to this time of the year. Retailers appear 
to be moving a good many such goods these days 
and demands upon the jobbers are greater than it was 
expected they would be a short time ago. Outright unem- 
ployment in the Pittsburgh district is not heavy. To be 
sure, the coal industry is very low in point of operations 
and a good many miners have to find other employment 
to eke out a living, but there is a fair amount of road 
building that keeps a reasonable number engaged and the 
plan followed by the steel companies of prorating the 
work among the available forces means at least some work 
and pay for all. Continuous departments: of steel plants 
now being operated entirely on the eight-hour day basis, 
a larger number of men than formerly are required. If 
the steel companies were to follow the line of least re- 
sistance and shut down rather than operate at a loss, a 
different story would have to be written; they are not 
taking that course, however, because it takes time and 
money to build up an organization and it has been found 
that it is less costly to maintain the working force even 
in the face of unprofitable selling prices. Buying power 
of the district naturally is helped by the fairly favorable 
employment situation. Hardware trade is helped along 
with the others. Collections are reasonably good, although 
there is still room for improvement in that direction in 
the coal mining districts. 

Important price changes of the week include a reduc- 
tion of 7% to 10 per cent in the 1925 prices of one leading 
maker of lawn mowers; a slight cut in paint and varnish 
brushes and revision in mill prices of wire products, fore- 
casting somewhat lower prices from jobbers’ stocks. Ware- 
house prices of the heavy steel products have been cut $2 
a ton, effective July 16, from the former prices named 
June 21. Chamois skins are higher. 

The iron and steel market does not yet give signs of 
impending improvement in general business. While the 
past week has been notable for a gain in the number of 
steel orders, the size of most orders is such as to suggest 
that buyers are not yet departing from a policy of taking 


AUTO ACCESSORIES. — Very fair 


business has been done in standard et; | ate, 


all sizes cut threads, 60 per cent off 
hot-pressed blank or 
tapped 4c. off list; c.p.c. an 


on only their actual requirements. Much is published 
about moderate increases in steel plant activities, but in- 
vestigation discloses that the gains are the result of 
accumulations of orders over the recent plant suspen- 
sions. Consumption cannot be recorded as is production, 
and consequently any reference that might be made to 
consumption is based on circumstantial rather than posi- 
tive evidence. The impression, however, is that consump- 
tion is running somewhat ahead of current production 
and that existing stocks must be steadily working down 
with new production at so low a rate as at present. Ingots 
are being produced at a rate of about 35 per cent of capac- 
ity, and this is a fair picture of finished steel production, 
since there is no disposition now to turn out more raw 
steel than is wanted. Similarly, this is a good picture of 
current demand, not consumption, since part of the pres- 
ent demand is for the purpose of keeping stocks fairly 
well rounded. 

Steel making costs must be high with plants so lightly 
engaged, but. costs alone are not sufficient to hold up 
selling prices, which are governed entirely at the moment 
by the law of supply and demand. The supply as typified 
by capacity is more than ample for demand and the result 
is that prices all along the line are favorable to buyers. 
Sheets are more commonly selling at the inside quota- 
tions. The past week has brought revisions in wire prod- 
ucts prices. Mills have abandoned the special terms of 
discount on fence, barbed wire, staples and other fence 
materials announced last March, which gave the jobbers 
six months to pay and provided a discount of 5 per cent 
for cash, and have gone back to the old base of 60 days 
net, 2 per cent off for payment in 10 days. To compensate 
for this change, the prices which the former terms meant 
are retained. On nails and plain wire prices have de- 
clined about $1 a ton from recent levels. Pipe and tin 
plate stand out as the products in which prices show 
firmness. 

Curtailment of pig iron production has not yet been 
sufficient to produce any real strength in prices and in 
spite of strength in scrap prices, steel buyers still have pig 
iron as an argument as to why steel prices should not go up. 


10 per cent from the 1924 prices. Other 


dt. blank makers are expected to announce simi- 











tires since the price reduction made 
late in June, amounting to about 10 per 
cent. Generally, business is slow in this 
line and July will show a continuation 
of the June sales, which fell below those 
of May with local jobbers. No price 
changes are reported. 


BOLTS, NUTS AND RIVETS.—Job- 
bers find demands upon them very lim- 
ited and they in turn are sparing buy- 
ers, although manufacturers’ prices are 
low enough, generally below costs, to 
induce purchases for stock or on a spec- 
ulation. Jobbers’ prices are practically 
stationary, not that there is not room 
for a cut, but because it is impossible 
to keep track of the manufacturers’ 
changes, they are so frequent. 

We quote out of jobbers’ stocks 

as follows: 
Machine bolts, small rolled threads, 


60, 10 and 10 per cent off list; all sizes 
cut threads, 60 and 10 per cent off 


or tapped, 3.60c. off list; rivets, small 
wagon and tinners, 60 and 10 per 
cent off list. 
CHAMOIS SKINS.—An advance of 
about 10 per cent has been announced, 
the second of this amount since the first 
of the year. 


CHERRY SEEDERS.—The California 
cherry crop was very small this year on 
account of dry weather, but the rest of 
the country has had a thorough soak- 
ing and the crop is heavy. In this part 
of the country it is of record propor- 
tions and there has been a huge demand 
for seeders. ° 


GUNS AND AMMUNITION.—Ship- 
ping releases are more frequent against 
old orders, but buying against fall re- 
quirements has not yet started actively. 


LAWN MOWERS.—One leading maker 
has announced prices for the new sea- 
son. They show reductions of 7% to 


lar price reductions. Demands upon 
jobbers still are rather frequent for this 
time of the year, when retail buying 
usually is about over. 


MINERS’ TOOLS.—Occasional orders 
are coming through for shovels, but by 
comparison with other years this line 
is dead, due to the fact that the coal 
industry has rarely before been so de- 
pressed as at present. Coal prices are 
extremely low and by the same token 
unprofitable, but this does not stimu- 
late business, because the slowing down 
of industrial activity has tended to pro- 
long the stocks built up early in the 
year in anticipation of a strike of the 
miners. Coal business is so poor that 
it cannot well grow poorer. With no 
room for a change except for the bet- 
ter, the ultimate prospect for miners’ 
tools is promising. 

PAINT AND VARNISH BRUSHES.— 
New prices have appeared which show 
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More than TWICE as 
MUCH money has 


been spent by Amer- 
ican housewives for 
The Hoover as for 
any other electric 
cleaner in the world! 





THE HOOVER COMPANY, NORTH CANTON, OHIO 
The oldest and largest maker of electric cleaners 
The Hoover is also made in Canada, at Hamilton, Ontario 
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slight reductions from those recently 
prevailing. 


REFRIGERATORS. — Jobbers here 
have had a good many extra demands 
to fill lately, as retail movement has 
been helped by hot weather and retail- 
ers’ stocks have been depleted. 


SHEETS.—Demands upon the jobbers 
not only are more numerous, but in- 
volve larger lots than was the case re- 
cently and in the face of increased 
weakness in mill prices warehouse quo- 
tations are well maintained. 


Galvanized, flat base, No. 28 gage, 
$5.75 per 100 Ib.: corrugated, base, 
No. 28 gage, 21% in., $4.87 per square 
in lots of 1 to 9 bundles; one pass 
cold-rolled black, No. 28 gage, base, 
$4.65 per 100 lb.; galvanized conductor 
pipe, 3 in., No. 29 gage, $4.80 per 


lon feet. 


HARDWARE AGE 


HEAVY STEEL PRODUCTS.—Ware- 
house prices were reduced $2 a ton as 
of July 16. New prices are: Steel bars, 
2.90c., base; plates, %-in. and heavier, 
3c., base; 3/16-in., 3.25c.; bands, 3.65c.; 
hoops, 3.65c.; structural shapes, 3c. 


WIRE PRODUCTS. — Manufacturers 
recently announced Nov. 1 dating on 
woven wire fence and at the same time 
withdrew the special terms of discount 
announced last March on fence and 
fence materials. The special terms of 
discount hitherto in effect allowed 5 
per cent off for cash in 10 days and on 
woven wire fence this amounted to a 
mill discount of 2% per cent over the 
published quotation. With the restora- 
tion of old discount terms the mill dis- 
count is increased to what it was under 





July 24, 1924 


the recent terms. Mill prices on wire 
products generally are easy, with prices 
off $1 to $3 a ton from recent levels. 
Coated nails are really weak and even 
at a drop in mill prices of $9 per ton 
from the top level of the early part of 
the year there is still some shading. 
Current local jobbing prices discount 
the most recent cut in mill prices of 
nails. 


Jobbers quote 
stocks as follows: 

Wire nails, $3.20 to $3.25 base, per 
keg; galvanized, 2-point cattle wire, 
$3.29 per spool; galvanized, 2-point 
hog wire, $3.57 per spool; galvanized 
4-point cattle wire, $3.52 per spool; 
galvanized, 4-point hog wire, $3.80 
per spool; No. 9 annealed fence wire, 
$3.15 per 100 lb.: No. 9 galvanized 
fence wire, $3.60 per 100 lb.;: woven 
wire fencing, 64 per cent off list. All 
the above prices on spools are for 
SO-rod. 


retail trade from 


New England Shelf Hardware Sales Increasing 
—Lower Market Values Expected by Some 





(Boston office of HARDWARE AGE) 
b EW ENGLAND shelf hardware jobbers report in- 
creasing sales. The retail trade is buying for im- 
mediate requirements only. Interest in futures has 
evaporated and indications are it will remain dormant 
until a few weeks before the Christmas holidays. Although 
making strenuous efforts to revive the retailer’s interest 
in futures, jobbers admit there is no real good reason 
why anybody should anticipate wants in view of indus- 
trial conditions throughout this section of the country 
and the general downward tendency in prices for most 
things. While it is a fact that hardware values have held 
up remarkably well during the national readjustment of 
values, the retail trade generally believes hardware prices 
eventually will work lower. They point out the weakness 
in steel mill prices and to the surplus of labor and the 
cheapness of fuel, maintaining these economic factors 
must be reflected in finished hardware prices eventually. 


APPLE PARERS.— Jobbers indicate 
some improvement in the demand for 


light batteries are going better in a 
retail way, but the trade appears to be and makes are in demand. 


Reports received from other branches of the hardware 
trade are less encouraging. The ship hardware business, 
while good, is not up to expectations. The great mass of 
people are more interested in automobiles than in boat- 
ing. Quite a decided slump in bookings is noted by 
mill supply jobbers this month, and the heavy hardware 
business, if anything, is falling off. 

Practically no price changes of importance were made 
the past week by the jobbing trade. Shelf hardware job- 
bers say collections are improving, but in other hardware 
lines they are slowing up chiefly because so many shops 
and factories are closed or operating on reduced schedule. 
Students of business conditions profess to see some im- 
provement just ahead of us in an industrial way and con- 
tinued easy money rates the balance of 1924. The hard- 
ware trade in general will take its annual vacation dur- 
ing the next four weeks. 


remarkably good for July. All styles 








apple parers, yet admit buying is a well covered on this class of goods. We quote from Boston jobbers’ 
ppie p y Bi A 
long way from active. Retail stocks We quote from Boston jobbers’ wispcngaate 
is: | —Wire, $1.50 r 
are believed to be small, but most of rend | ae el ee mentees re, $1.50 pe 
; ; atteries.—Columbia line, ignitor, : : : 
the trade evidently will not Invest un- in lots of 50, $30.22 net; per 100, in CARTS AND WAGONS.—Kiddie kars 
til August. lots of less than 50, $35.22. Hot Shot, : f t] 
We quote fre Bost bt , No. 1461-M, in less than barrel —_ and karts are moving more frequently, 
Oh, ly ote rom oston job ers oo Mi h; X.... ~ rete Rect aca yp say jobbers, but weekly sales are run- 
: Ss: ; ‘ 562-M, in less tha e US; ; . ' 
a. ee ae, mth Ba Pe barrel lots, $1.98; No. 1662-M, in less ning well behind those for the cor- 
at—_aL—-.. — barrel lots, $2.44; barrel lots, responding time last year. Jobbers are 
BARROWS. — Additional buying of eae ; carrying a good assortment of these 
garden barrows has pulled jobbers’ BICYCL E S.—Now that large numbers goods and making prompt shipments. 
I an tn tet tivel or seashore for the summer, a some- stocks: 
a ee i eens what freer movement of bicycles out of Kiddie Kars.—No. 101, $1.50 each 
however, owing to the lateness of the atoll deal. net; No. 102, $2; No. 103, $2.50; No. 


season. 
We quote 
stocks: 
Barrows.—Gorden No. 4, 


from Boston jobbers’ 


steel 


wheel, $6 net each; wood wheel, $5.25; 
No. 5 steel wheel, $6.50; wood wheel, 
$6.75. F.o.b. factory, No. 4. steel 
wheel, $5.75; wood wheel, $6; No. 5, 
stee] wheel, $6.25; wood wheel, $6.50. 


BATTERIES.—Sales of batteries so 
far this summer have broken all previ- 
ous records, thanks to the still grow- 
ing popularity of radio. Pocket flash- 


jobbers’ stocks is in order. 
ers are playing safe in purchases, nev- 
ertheless. 


We quote from Boston jobbers’ 
stocks: 

Bicycles.—Men’s, $30 to $32.50 each 
net: bovs, $29: women’s, $32.5 
girls’, $29. 50. 


Boycyc cles.—No. 1, $9 met: No. 2, 
$10; No. 3, $13; No. 4, $15 


CARPET BEATERS.—While people do 
not as a rule clean house at this time 
of the year, sales of carpet beaters are 


$3.34. 
154, $4 each net: 


104, $3; No. 105, 
Pedal Kars.—No. 
No. 155, $4.67. 
Kiddie Karts.—No. 301, $2.33 net 
each: No. 302, $3; No. 303, $3.67; 
No. 304, $4.34; No. 305, $5.67 
Kiddie Koasters.—Rubber ‘tire, No. 
705, $9 each net; No. 706, $10. 


Red Racer.— Wagon, No. 636, $5 
each net: in lots of six, $4.80. 
CHURNS. — Retail dealers. serving 


country customers are having a good 
sale on hand churns, a fact that is re- 
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Meets Every Demand 


Attractive Yet Simple— 


When you show this range to a woman 
she is impressed with its fine appearance. 
It has beauty, without frills. We have 
made it very simple in construction, elimi- 
nated everything that doesn’t make for 
efficiency and incorporated the features 
that are essential to successful baking and 
cooking. 


It has no choke-plates, or hair-trigger 
dampers to get out of order. It is so 
quick in action that it 


Will Bake in 12 Minutes 
After Oven Is Lighted— 


The oven is heated with our improved 
“Bunsen” flame spreading burner. This 
burner operates equally well with either 
natural or manufactured gas. Burner is 
always in place. A quarter turn raises it 
to proper position for gas—a quarter turn 
in the opposite direction lowers it out of 
the way so coal or wood can be used. 


This range is thoroughly modern and 
practical 


And Can Be Sold Low Enough to Meet Competition 


Reason for Low Price— 


By avoiding complicated designs and construc- 
tion, we save in manufacturing cost and this sav- 
ing goes to dealers and customers. 

Note also the top burner arrangement. Instead 
of the usual two burners in front and in back, the 
FOSTER Range has three burners in front and 
only one behind them. 

Because people use gas three-fourths of the 
entire year this is a strong selling feature. 


The Foster Stove Company 


Other FOSTER Models— - 


Besides this single unit combination, we also 
make a beautiful modern two unit pattern and a 
line of Exclusive Gas Ranges. Also a complete 
line of Ranges, Cook Stoves and Heaters for soft 
coal, hard coal, coke and wood. 

Our line pays a splendid profit. Keep informed 
about the new patterns and special price offer to 
dealers. 

Write for catalogs, discounts and complete in- 
formation. 


Ironton, Ohio 
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flected in the local wholesale market. 
Both metal and glass churns are mov- 
ing, the latter perhaps more freely 
than the metal kinds. 
We quote from Boston jobbers’ 
stocks: $14 


Hand Churns.—Glass 2-qt., 


doz. net; 3-qt., $17.75; 4-qt., $23. Met- 


al 1-gal., $2.30 each net; 2- gal., $2.75; 
3-gal., $3.50; 4-gal., $4.25; 6-gal., 
$5.25. | 

CLOCKS. — Jobbers have adjusted 


prices on clocks, following the receipt 
of new lists from manufacturers. Prices 
in some instances are higher and in 
others lower, but the changes in either 
direction are small. For instance, the 
price on the low priced clocks are about 
2% per cent higher. 


CORN CUTTERS.—With the corn crop 
coming along nicely, some of the retail 
dealers are beginning to stock up on 
corn cutters. Initial orders have been 
of good proportions. 


We quote from Boston jobbers’ 
stocks: 
Corn Cutters.—Vermont, $3 a 
net; Wallingford, spring steel, 
$5.35; Brooks corregated, $4. 


CROQUET SETS.—tThe season on cro- 
quet sets has been backward this year, 
but of late retail demands have been a 
little more conspicuous. Indications 
are, however, jobbers will carry over 


sizable stocks. 

We .quote from Boston jobbers’ 
stocks: 

Croquet Sets.— No. G, four ball, 
$1.40 per set; No. O, five ball, $1.90; 
No. H, eight ball, $2.35; No. B, eight 
ball, $2.75; No. N, eight ball, $3.75; 
No. A, four ball, $4.25; No. AA, 
eight ball, $5.50. 


FENCING.—All kinds and makes of 
fencing are moving in a little better 
than normal volume. Some of the job- 
bers say 1924 will be the biggest year 
on record for field fencing. 

We quote from Boston jobbers’ 


doz. 
No. 


stocks: 

Fencing.—Blue Ribbon poultry, in 
10-rod rolls, No. 1424, $3.30 per roll; 
No. 1736, $4.25: No. 2048, $5; No. 2360, 
$5.90; No. 2672, $6.75. Square Deal 
fencing, No. 1836, $4.85; No. 1944, 
$5.80; No. 2260, $6.80; No. 1548, $ 
No. 1760, 5 Square Deal field 


6-in. between stays, 
No. 636, $3.80; No. 846, $4.90; No. 
ray $i. 90; 12-in. between stays, No. 
1 


FRUIT PICKERS. — With Southern 
transparent apples in the market re- 
tail hardware dealers are evincing more 
interest in fruit pickers. New En- 
gland leads the country in the produc- 
tion of commercial apples, and many 
pickers will be needed not only for ap- 
ples but the many other kinds of fruit 
raised in this territory. 
po quote from Boston jobbers’ 


stocks: 
Fruit Pickers.—Peerless, No. 299, 


without wire-wound socket, $5.50 per 
doz. net; Perfect, No. 327, $5.50. 


HAYING TOOLS.—With the haying 
season in full blast there is a very free 
movement of all kinds of haying tools 
out of jobbers’ stocks. The chances 
are that wholesale houses will clean up 
supplies well this season. 


We quote from Boston jobbers’ 
stocks 

Haying Tools.—Hand rakes, wood 
bow, two ws, $6.90 per doz. net; 
steel bow, $7. 15. Lawn rakes, wood 


bow, three bows, $8.75; steel bow, $9. 
Drag rakes, $17. 

Scythes. —Little Giant, 28 to 32-in.; 
34 to 38-in., 36 to 40- in., 
er doz. net. 
, $16.50. 


30 to 36-in., 
$16 
Brus 


Bramble, $16.50. 
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Rn $14.50 per doz. net; 
cherry, $16.75; brush 16. 

Scythe Stones. — Round English, 
$2.25 per doz. net; Star, $1.35; est 
End red, $1.10. Green Mountain, $9 


per gross; Black Diamond, No. 1, 
$15.20; Chocolate, No. 1, $1.70 per 
doz.; Carborundate, No. 188, $1.95; 
No. 190, $1.95; No. 191, $2.34; No. 
192, $2.34. 
LETTER BOXES.—Sales of letter 


boxes are quite satisfactory, according 
to jobbers. 


We quote from Boston, jobbers’ 
stocks: 

Letter ee, — line, No. 
2477, a per doz. net; No. 2406, $8.65; 
No. 2416, $12; No. 2418, $12; No. 2, 
$14.50; No. 4, $18: No. 2437, $5.40. 
Hessler rural delivery, $11 per doz. 
net. 


N AILS.—The recent reduction in prices 
on cut nails has had no appreciable in- 
fluence on incoming business. Wire 
nails, on the other hand, are in excel- 
lent demand, some of the orders re- 
ceived recently being of large propor- 
tions. One of the largest buyers who 
takes goods direct from the mills says 
mill shipments are backward, and that 
they have been obliged to pick up stock 
in the Boston market. 


We quote from Boston jobbers’ 
stocks: 

Nails.—Wire, $3.90 per keg, base, 
from store; from mill in less than 
carload lots, $3.25 per keg base, and 
in carload lots, $3 per keg base, 
f.o.b. Pittsburgh. Galvanized wire 
nails, l-in. and longer, add $2.50 per 
keg; shorter than 1-in., $2.75; cut 
nails, from store, $4.15 per keg base; 
hardened steel, $8.10; direct ship- 
ments from miil, car lots, $3.50, less 
than car lots, $3.65, f.o.b. Pittsburgh; 
Tremont, in less than car lots, $3.85; 
hardened steel, $7.60 f.o.b. Wareham, 
Mass.; galvanized, 4-pennyweight 
and Sea Ok $6.30 f.o.b. factory base; 
wes er, $7.05; from store, 4-penny- 

ght ona smaller, $6.80 base; larger, 
37. 5B: cement coated nails from mill, 
in less than carloads, $3.75 per keg 
base; in carloads, $3.45; hard steel 
nails, from store, + 10 per keg 
base; from factory, $7.60; blued 3- 
pennyweight, light’ sterilized lath, 
$2.05 per keg Galvanized roofing 
nails, %4-in. head, $8.10 to $8.70 per 
keg net. 


PRESSES.—Some of the retail trade 
have placed advanced orders for 
presses, but most of them have not and 
evidently do not intend to until next 
month or later. 


We quote from Boston jobbers 
stocks: 


Presses. — Fruit, eee, 8- * ‘ 
$4.50 net; Du tcher, 00, $6.7 
No. 0, $8. 50; No. 10, $10: ‘No. 20, 319° 


ROPE.—While the average individual 
order received by jobbers for rope con- 
cern small lots, business in the aggre- 
gate is quite good, all things consid- 
ered. Prices are steady and indications 
are they will remain so for some time. 


We quote from Boston jobbers’ 
stocks: 

Rope.—Manila, 19c. per 1b., base; 
sisal rope, 17%4c.; hay rope, 16c.; cot- 
ton rope, 52c. 


Lathe Yarn.—Sisal, C130, 15c.; D200, 


16c. per Ib 
Twine. eee, ” i wate, > 
12, 40c. per Ib.; 34c.; . 
32c. ; No. 36, ue : 4% 48, 30¢c. ‘esa 
marsac, No. 1, 58c. per lb. Nashua, 
2, B4c. Jute, 28c. Wool, in full 

ay 17¢. 


SWEEPERS.—Vacuum sweepers are 
going fairly good, but carpet sweepers 
are not particularly active, say job- 
bers. In some instances jobbers report 
the largest sale of vacuums on record. 


Reading matter continued on page 76 
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A quote from Boston jobbers’ 
Stoc 


Carpet Sweepers.—Grand Rapids, 
zapatined. $44 per doz. net; t/— o 
$48; Standard, ee "$36; 
versal, cyco bearings, $42; nickeled, 
$46; American Queen, b bearing, 
$54; Parlor Queen, $56. Toy sweepers, 
dozen lots, Daisy, $2.10; Queen, $3.50; 
Jewel, $10. 


Vacuum Sweepers.—Universal, a3: 
F720, $35 each; in lots of woe 
in lots of twelve. $31.50; 701 


with attachments, $41.50 fw 3 in fons 
+e three, $39,50; in lots of twelve, 


WASHING MACHINES.—Jobbers are 
endeavoring to speed up sales of wash- 
ing machines. In some localities they 
have had success, but in others almost 
none. Collectively, business is only 
moderately good. 


We quote from Boston jobbers’ 
stocks: 


Washing Machines.—Haag line, cyl- 
inder type, wood tub, No. 10E, $62.65 
each net; galvanized tub, No. 70E, 

metal cylinder, No. 
: Eveready, galvanized tub, 
No. E31, $104,65; copper tub, No. E41, 


cine will grow in dry 
spells when grass will not, and the weed 
crop so far this year has been a heavy 
one. This fact is reflected in the de- 
mand for weeders. 


We quote from Boston jobbers’ 
stocks: 

Weeders.—Garden, No. 82, $2 per 
$9 36. net; fork, No. 300, $3.75; No. 40, 


WIRE CLOTH.—AIll kinds and sizes of 
wire cloth and screening are in very 
good demand. Many of the retail deal- 
ers have cleaned up on the first lots 
they purchased and have bought the 
second time. In addition, there has 
been a rush of the last minute buyers 
to get in under cover. 


We quote from Boston jobbers’ 
stocks: 

Wire Cloth.—Black, 12 mesh, 24 to 
48 in., “. 40 per 100 sq. ft.; 18, 20 
and 22 in., $2.50; 14 Ry. $2.90. 
Pearl, 13 mesh, 4%c. r sq. ft.; 14 
mesh, 4l4c. Golden hanenien, 14 mesh, 
37.85 per 100 sq. ft. 


Hexagon.—Galvanized, 45 per cent 
discount. Square mesh, 24 to 44 in., 
= 4 per 100 sq. ft.; 12 to 20 in., 


waeneciien «ites wrenches are not 
sales are on a par with those for the 
corresponding period last year. Other 
kinds of wrenches are selling well, how- 

We quote from Boston jobbers’ 
stocks: 

Knife and Steel Handle.—Coes 09: 
12-in., $28; 15-in., $38; 18-in., "pe 
21-in., a 

Model.—Coes, 28-in., $18 each; 
40 and 10 per cent off list is allowed 
on the above wrenches. 

Pipe Wrenches.—Stillson, Trimo, 
off list. 

ane pong Dro p_ forged 
wrenches, 62% per cent discount; 
cultural wrenches, 60 per cent off 
st. 

We quote f.o.b. factories: 


especially active, say jobbers, although 
ever. 
in., $15 doz.; 8-in., $18; 10-in., 
Key 
36- in, .» $388; 48-in., $84. scount o 
Walworth, and Pexto, 66% per cent 
Wescott, 25 per cent discount; agri- 
Snap-on Wrenches.—No. 50, Radio 


and Electrical Set, $4; No. 101, Mas- 
ter wore a + 15.25; No. 1 
Heavy ay 

Flexible ‘ios et Set, 38 ti No. 5008. 
Screw Driver Blades, 

Snap-on Wrenches less 0° seed oat 
f.o.b. Boston. No. 900 set, square 
socket, $3.70; No. 303, Ford Master 
Service Set, $14.85. 
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FOR NEARLY SIXTY YEARS the name COLDWELL on a 
lawn mower has meant these two most important things—DE- 
PENDABILITY AND DURABILITY. 


You will find COLDWELLS everywhere—on golf courses, large 
estates, city parks, suburban and city lawns. Whether they are 
operated under their own power, drawn by horse or tractor or 
pushed by hand, COLDWELLS are doing exactly what we claim 
they will do—giving satisfactory service for years and years. 


The COLDWELL guarantee fully protects both you and your 
customer. 
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DEPENDABLE LAVN MOWERS 
Hand, Horse, Motor & Gang 


COLDWELL LAWN MOWER CO., NEWBURGH, N. Y., U.S. A. 


Factory Branches—DES MOINES, lowa: 319 South West Fifth Street. CHICAGO, Ill.: 4139 West Kinzie Street. 
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Right to the heart 
of the housewife 


The Ace Potato Creamer has 
made good! This great little 
kitchen helper began life on 
the reputation of its older 
brother, the Ace Knife Shar- 
pener, but now it’s on its own, 
and it is stepping out ! 

Light but sturdy, its great 
utility has won its way into 
the hearts of every user. But 
the Ace Potato Creamer can- 
not sell unless it 1s seen. Un- 
less you are already supplied, 
drop a postal in the mail for 
the small, attractive display 
card on which the Creamer 
can be mounted and placed on 
your counter. It takes up 
very little space, and will 
make many sales for you. 

If you have not stocked the 
Ace Potato Creamer with the 
curved blades over each slit 
(a patented feature that whips 
the potatoes at the same time 
it mashes them), write for 
free sample and quotations to 


Ace Hardware Mfg. 
Corp. 


Philadelphia 


Chicago San Francisco 


Manufacturers of the 
Ace Knife Sharnener 
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ARKANSAS RETAIL HARDWARE ASSOCIA- 
TION CONVENTION, Little Rock, May, 1925. 
lL. P. Biggs, secretary, 815-816 Southern 
Trust Building, Little Rock. 

KENTUCKY HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION, Jefferson County 
Armory, Louisville, week of Jan. 19, 20, 21, 
22, 23, 1925. J. M. Stone, secretary- 
treasurer, 200 Republic Building, Louisville. 

MICHIGAN RETAIL HARDWARE ASSOCIATION 
CONVENTION, Grand Rapids, Feb. 24, 25, 
26, 27, 1925. Hotel headquarters, Hotel 
Plantlind. A. J. Scott, secretary, Marine 
City. 

MINNESOTA RETAIL HARDWARE ASSOCIA- 
TION CONVENTION, St. Paul Auditorium, St. 
Paul, Feb. 17, 18, 19, 20, 1925. C. H. Casey, 
secretary, Nicollet Avenue and Twenty- 
fourth Street, Minneapolis. 

MONTANA IMPLEMENT AND HARDWARE 
ASSOCIATION CONVENTION, Helena, Feb. 13, 
14, 1925. A. C. Talmage, secretary-treas- 
urer, Bozeman. 

NEBRASKA RETAIL HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITION, Omaha, 
Neb., Feb. 3, 4, 5, 6, 1925. Convention 
headquarters, Rome Hotel, Exhibition, 
City Auditorium. George H. Dietz, secre- 
tary, 414-419 Little Building, Lincoln. 

NEW ENGLAND HARDWARE DEALERS’ ASSO- 
CIATION CONVENTION AND EXHIBITION. Me- 
chanics’ Building, Boston, Mass., Feb. 23, 
24, 25, 1925. George A. Fiel, secretary, 10 
High Street, Boston 9, Mass. 

NEw YorRK STATE RETAIL HARDWARE 
ASSOCIATION CONVENTION AND EXPOSITION, 
Buffalo, Feb. 10, 11, 12, 13, 1925. Head- 
quarters, Hotel Statler. Exposition at the 
Broadway Auditorium. John B. Foley, 
secretary, City Bank Building, Syracuse. 

NORTH DAKOTA RETAIL HARDWARE ASSO- 
CIATION CONVENTION (place not yet se- 
lected), Feb. 11, 12, 13, 1925. C. N. Barnes, 
secretary, Grand Forks. 
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OHIO HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Columbus, Feb. 10, 11, 12, 
13, 1925. James B. Carson, secretary, 1001 
Schwind Building, Dayton. 

OKLAHOMA HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION, Masonic Temple, 
Oklahoma City, Feb. 3, 4, 5, 1925. Charles 
L. Unger, secretary-treasurer, Oklahoma 
City. 


PENNSYLVANIA AND ATLANTIC SEABOARD 
HARDWARE ASSOCIATION CONVENTION AND 
EXHIBITION, Philadelphia Commercial Mu- 
seum, Feb. 16, 17, 18, 19, 20, 1925. Sharon 
F. Jones, secretary, 604 Wesley Building, 
Philadelphia, Pa. 


SOUTHEASTERN RETAIL HARDWARE ASSO- 
CIATION CONVENTION AND EXHIBITION, Bir- 
mingham, Ala., May, 1925. Walter Harlan, 
secretary-treasurer, 701 Grand Theater 
Building, Atlanta, Ga. 


SOUTHERN CALIFORNIA RETAIL HARDWARE 
ASSOCIATION CONVENTION, Los’ Angeles, 
March, 1925. H. L. Boyd, secretary-treas- 
urer, 435 San Fernando Building, Los 
Angeles. 


TEXAS HARDWARE AND IMPLEMENT ASSO- 
CIATION CONVENTION, Dallas, Jan. 20, 21, 
22. 1925. Dan Scoates, secretary-treasurer, 
College Station. 


WISCONSIN RETAIL HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITION, Audi- 
torium, Milwaukee, Feb. 4, 5, 6, 1925. P.J. 
Jacobs, secretary-treasurer, Stevens Point. 


WESTERN RETAIL IMPLEMENT AND HARD- 
WARE ASSOCIATION CONVENTION, Kansas 
City, Mo., Jan. 13, 14, 15, 1925. ae 
Hodge, secretary, Abilene, Kan. 


WEsT VIRGINIA HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Clarksburg, 
Jan. 20, 21, 22, 23, 1925. James B. Carson, 
secretary, 1001 Schwind Building, Dayton, 
Ohio. 





That ‘What Price” Question 


“EVER turn bluntly to a customer and ask “What 


price?” 


To begin with, the customer to whom you 


ask that question seldom knows—or even if he does, 
there’s always the likelihood that if you show him goods 
at a higher price, he will like them sufficiently to pay 
more than the price originally specified. 

Second, if a customer wishes to pay a small price, it is 
embarrassing to have to specify. By the same token, you 
should never say: “Do you want a high priced or low 


priced article?” 


The reasons against this are the same. 


By asking such questions, you reflect on the customer, 
insinuating that he may not be able to buy the high 


priced goods in the store. 


It is both tact and good man- 


ners to bring forth your merchandise—as it would be, at 


a dinner, to serve the meat. 


You must remember that the average customer doesn’t 
go into a store with the express idea of spending money. 


Rather, he goes in to look at goods. 
something that appeals, he buys it. 
business to talk money before you show goods. 


Then, if he finds 
That’s why it’s poor 
Show 


merchandise first and your customer will soon correct 


you—as to higher or lower price.—Ruth Leigh. 
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tives on the eve of the adjournment of 
the last session, entitled “To Protect 
Trademarks Used in Commerce, to Au- 
thorize the Registration of Such Trade- 
marks and for Other Purposes.” This 
bill, which is designed to be known as 
the “Trademark Act of 1924,” was re- 
ferred to the House Committee on 
Patents, before which hearings will be 
held when Congress reconvenes in De- 
cember. 

Will Help Manufacturers and Mer- 

chants 


The measure contemplates a number 
of important changes in the trade- 
mark laws and is designed to make 
the protection of trademarks both 
easier and cheaper. If enacted the bill 
will be of inestimable value to manu- 
facturers and merchants. 

The right to use a trademark in com- 
merce is a common law right and in 
the present state of the law does not 
depend upon registration in the United 
States Patent Office. This bill, how- 
ever, will encourage trademark owners 
to protect their rights by systematic 
registration and will make such regis- 
tration a condition precedent to the 
recovery of damages on account of in- 
fringements. 

The leading section of the bill pro- 
vides that every trademark proprietor 
may file with the Commissioner of 
Patents labels bearing illustrations of 
his trademark, which labels will be 
classified in the Patent Office in such 
a manner as to be available for ex- 
amination by attorneys and the general 
public. To encourage prompt filing the 
bill provides further that the trade- 
mark owners who fail to file labels 
within a year from the date of the pas- 
sage of the act or fail to file an appli- 
cation for registration within a year 
after the adoption of the law in ques- 
tion shall pay a registration fee of $30 
instead of the usual $10 Government 
fee. 

The bill also proposes to expedite 
litigation respecting trademarks by 
eliminating contests before the Com- 
missioner of Patents and shifting origi- 
nal jurisdiction to the Federal courts, 
which are empowered to try trade- 
mark cases, such as oppositions to the 
registration of a mark, cancellation 
proceedings and interferences arising 
within the Patent Office. The measure 
as a whole will standardize the pro- 
cedure incident to the protection of 
trademarks and will greatly expedite 
‘ allowances and litigation for the set- 
tlement of disputes. 


Reform in Design Registration 


Collateral to the trademark bill 
above described is a measure that will 
be vigorously pushed in the next ses- 
sion of Congress known as the design 
registration bill prepared by the coun- 
sel of the Design Registration League 
after extended conferences with the 
Registrar of Copyrights and the Com- 
missioner of Patents. This bill has 
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also been introduced in the House and 
is now pending before the Patent Com- 
mittee. 

This measure meets many criticisms 
concerning the laws and regulations 
for the registration of designs, elim- 


inates bulk registration and secret reg- | 


istration. 


| 
Designs may be registered under the | 


terms of this measure for two years 
for a fee of two dollars or for twenty 
years for a twenty dollar fee. Under 
the present law designs may be pat- 
ented, but the cost is so great that 
very few avail themselves of this priv- 
ilege and therefore there is much pirat- 
ing of designs especially for labels of 
nationally distributed merchandise. 


Strong Business Backing 


Twenty-six national associations and 
individual representatives of many 
trades and industries have joined in 
this movement for design protection 
not only because it assures a fair profit 
on ownership, but because it means 
decreasing of overhead expense in pro- 
ducing new designs to take the place 
of those that are copied by competitors 
and thus made worthless. Incidentally 
twenty-two commercial traveling asso- 
ciations have also indorsed the bill be- 
cause the traveling men know that 
they could sell more goods if they could 
give some assurance to a buyer that 
what he buys will not be copied. 

Publishers are strong for the move- 
ment, especially the trade journals, for 
the reason that every buyer of every 
kind of merchandise reads his publica- 
tion for the news that is in it. New de- 
signs are eagerly examined by read- 


ers, but under existing conditions man- | 


ufacturers are almost afraid to illus- 
trate a new device lest it may be 
promptly pirated. 

Counsel for the Design Registration 
League are already arranging extended 
hearings before the House Patent Com- 
mittee when Congress reconvenes and 
will be assisted by many well known 
manufacturers in urging a favorable 
report on this important bill. 


Don’t Be a Narrow-Minded Man 


Contrary to a well-worn maxim there 
is a distinct peril in sticking too close- 
ly to one’s business. This perfectly 
sound declaration is made by one of 
Secretary Hoover’s young men, who, 
in a recent issue of Commerce Reports, 
urges that manufacturers and mer- 
chants should not confine their reading 
to narrow lines. 

“A widely informed man,” he says, 
“cultivates a catholicity of interest. A 


steel man may find that a report de- | 
signed for the lumber industry con- | 
tains news and suggestions of great | 


value to him. He who sells in China 
may find that a cable report from Jo- 
hannesburg can stimulate a trend of 
thought that would increase his busi- 
ness in Shanghai. 

“To confine the reading of a com- 
mercial publication to a _ particular 
column is a narrow practice that must 
inevitably operate to the detriment of 
the reader.” 














DULUTH 





Get ready for 


Christmas 


T’S August, but December 
soon be here. Be 
ready for bigger holiday 
sales, and quicker profits, with 
Duluth display equipment. 


will 


Here’s how easy it is: 


1. To make 25% more sales than 
you made last year, you won't 
need a larger stock—if you show 
your goods the Duluth way. 


2. To make several times vour 
net profit last vear, all you need 
is to show your goods the 
Duluth way, so that each cus- 
tomer will buy a little more! 


These two results are inevita- 
ble. Every store that is Duluth- 
equipped gets them. You will, 
too. And, best of all, you'll 
find that the Duluth equip- 
ment more than pays for itself 
in increased sales and profits. 


Write today for Catalog No. 19 
—let us send one of our Duluth 
Sales-engineers to help plan for 
the biggest holiday profit you've 
ever had! 


DULUTH SHOW CASE Co. 
DULUTH. MINN. 


It’s a proven fact that goods displayed 
the Duluth way are two-thirds sold. 
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Story of the Canning 
Industry 


By Archer Wall Douglas 


Chairman, Committee on Statistics, Chamber of Commerce of U. 8S. A. 








HE canning of fruits and vegetables and of many 
"Tother foods has grown into one of our huge in- 

dustries. It began back in 1804, when a French 
scientist discovered the art of preserving food by 
means of heat with consequent sterilization. The 
next step, also a result of scientific study and inves- 
tigation, was the putting of sterilized food into her- 
metically sealed air-tight containers, so that the 
contents would be protected from destructive bac- 
terial organisms. Glass jars were extensively used 
at first, but have been largely replaced by tin cans, 
because of the cheapness of the latter and their 
greater adaptability for handling and transporta- 
tion. | 

Canning in United States Began in 1817 


The art of canning was introduced into the United 
States about 1817, and today the United States cans 
more food than the rest of the world combined. The 
census for 1921 gives the following figures, which 
cover 147 distinct varieties of canned foods. 


Cases Value 
CO EE ee ee 38,186,041 $104,603,595 
Dt <sctet¢etteseenc eee eee 17,779,170 55,567,777 
ff fl Eee 7,496,723 45,982,724 
DTP <s400 9000085656 65.0 6,861,850 13,584,448 

Pounds Value 
Meats, Packing House......... 74,586,000 $16,336,000 
I EEO LARD 17,911,000 
Milk, Condensed and Evaporated.1,755,031,984 158,678,717 


The output of canned fruits and vegetables varies 
from year to year according to variations in the size 
of the crops. A very large yield of any fruit or 
vegetable forecasts a proportionately large canning 
output, and usually results in low and often unprofit- 
able prices to both grower and canner—and the next 
season is likely to see a reduced acreage of that par- 
ticular crop. Usually prices fluctuate inversely with 
production. For example, the line on a chart show- 
ing annual fluctuations in the price of strawberries 
for a period of years runs the reverse of a line show- 
ing fluctuations in annual production. Changes in 
business conditions also have a pronounced effect on 
output. There was a general falling off in output 
of practically all canned fruits and vegetables in 
1921, a year of general business depression. But 
there was a marked increase in output in 1922. 

As the volume of fruits and vegetables canned de- 
pends largely upon the size of the crops, so the vol- 
ume of fish canned depends much upon the run of 
fish. In general, however, there has been a marked 
increase in the crops and production of canned foods 
during the past sixteen years. Following are the 
figures on three staple vegetables: 





1905 1923 
cc Ci ceccedsenenadeee 11,479,000 14,672,000 
SE: predic ee ee oe ee New wre eae 5,577,000 13,948,000 
0 a ae 6,779,000 14,106,000 


Our exports of canned foods have greatly in- 
creased in recent years—$63,481,000 in 1922 as 
against $18,262,000 in 1913. They go to all quarters 
of the globe with the exception of Australia, which 
is our most active competitor in canned foods other 
than canned salmon. Also, in exports of canned 
milk we now face strong competition from milk-pro- 
ducing countries abroad who were temporarily out 
of the running during the war. 


Factories in Every State 


The canning industry is spreading out widely in 
the United States. Almost every State has more or 
less important canning plants of one kind or other. 
The industry is not centralized, because the plants 
have an obvious advantage in being close to the 
sources of production. Yet there is some degree of 
centralization. Maryland, for example, packs about 
40 per cent of the tomatoes; California packs 98 per | 
cent of the peaches and 70 per cent of the pears; 
Maine, 75 per cent of the sardines, and Wisconsin, 
50 per cent of the peas, because the production of 
these foods is large in those States. 

There are many small canners and a good propor- 
tion of large ones. Some canners grow their own 
supplies. There are a few cooperative organizations 
who grow, can and distribute. Distribution is prin- 
cipally through the grocery trade, both wholesale 
and retail, and the large canners usually have agents 
or commission merchants in the large cities who sell 
to the ‘wholesale grocers. Contracts on fruits and 
vegetables are usually made in advance between 
canners and growers at a specified price in advance 
of the season. In the case of fruits, these contracts 
are often made to run anywhere from three to ten 
years in the future. Prices of commodities con- 
tracted for in advance depend much upon the carry- 
over of stock from the previous season; also upon 
the outlook for a change in the volume of consump- 
tion as determined by anticipating future business 
conditions in general. 


Pure Food Laws 


The growth of the canning industry is a remark- 
able instance of the recognition and fulfillment of 
certain fundamental requirements; for example, the 
requirements that canned foods must be both pal- 
atable and nutritious, and must likewise be in reach 
of the manv. These requirements have been so com- 
pletely fulfilled that canned foods are now a neces- 
sary part of the diet of nearly every family in the 
land. This industry has changed the eating habits 





(Continued on page 81) 
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5/3" Hose Gives Better Profit 
to the Dealer 


The old-time hardware store contained a little of everything. 
It was the dealer’s boast that he could “give a customer any- 
thing he asked for” but many of the items in his stock waited 
a long time for a customer to ask for them. 


The result was a very slow turnover. 


The modern merchant standardizes wherever he can without 
injuring genuine service. Garden hose with a 98" water- 
channel is the only size he needs as all hose used around the 
house or the garage is coupled with 14" water fittings. 


By .adopting a 98" policy for garden hose he cuts down his 
investment, speeds up his turnover, economizes floor space, 
makes quicker sales and never has any old or shop worn stock. 





MECHANICAL RUBBER GOODS MERS. DIVISION 
THE RUBBER ASSOCIATION OF AMERICA, Inc. 





Acme Rubber Mfg. Company = yg Tire & Rubber Corp. New York Belting & Packing Co. 
Boston Belting Company LB. F. Goodrich Rubber Co. Pioneer Rubber Mills 

Boston Woven Hose & — Co, G voll Tire & Rubber Company Quaker City Rubber Company 
Cincinnati Rubber Mfg. Co. Hamilton Rubber Mfg. Co. Thermoid Rubber Company 
Combination Rubber Mfg. Co. Hewitt Rubber Company United States Rubber Company 
Electric Hose & Fubber Co. Home Rubber Company Voorhees Rubber Mfg. Co. 


Murray Rubber Company 
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These Brookins 
Products Win 


Customers 


The success of Drookins Products has been 
due entirely to one thing—and that is their 
ability to help any garage or service station 
win customers’ good will, get more customers, 
increase trade, build up profits. The Brookins 
Measure is the standard oil measure of the 
world today. Other Brookins Products, 
shown below, are climbing steadily toward 
the same world leadership. 


The Brookins Oil Measure 


The most convenient, efficient and 
durable of all oil measures. It has a 
flexible metal nozzle that reaches any 
oil hole without the use of a funnel. 
Oilflow is started, stopped, controlled 
by a thumb-valve operated at the rim. 
A wide lip prevents spilling when 
brim-full. Made in one, two, four 
and five-quart sizes, all copper- 
finished. 











Permanent steel charts, lithographed 
on both sides and weather- proofed by 
baked enamel. Each chart shows 
price per gallon and corresponding 
quantity prices from one to twenty 
gallons. Supplied in both even cents 
and half-cents. Complete price range 
in each set. Chart fits directly on 
pump—can be changed instantly. In- 
sures accurate price quotation—elim- 
inates disputes. 


Brookins Emergency Gas Can 






ooo MO me wh 


A sturdy two-gallon can, fitted with 
a flexible metal tube instead of a 
snout. Carries any distance without 
spilling. Flexible tube reaches any 
gasoline intake port without funnel— 
no spilling, no waste, no danger. An 
service can that will be 
appreciated by every customer. 


emergency 





Brookins Products are carried in stock by most jobbers. 


If your jobber hasn't them—write us for samples and prices. 


DAYTON, OHIO 
* 


THE BROOKINS MFG. CoO., 







SERVICE STATION EQUIPMENT 
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ESTIMATING THE QUANTITY OF 
HARDW ARE 


(Continued from page 46) 








open out galvanized butts with fast brass pins 3 in. 


x 3 in. may be used; see detail No. 17, which shows 


these sash 1% in. thick. The sash closing first will 
need a bolt at the top and one at the bottom. Each 
sash should have a “casement adjuster” to hold it 
when open, and there should be one “rim casement 
fast” for each pair of sash. 

Nos. 14, 15, 26, 28. These are all double hung sash 
(see detail No. 27). These will require twelve “sash 
fasts” of medium size. The large sash will each 
need two flush sash lifts, but for the two narrow sash 
at No. 28, one sash lift each will be enough. Sash 
pulleys, sash bead, screws and washers, sash cord and 
sash weights can be taken care of under a heading 
“miscellaneous.” 

Nos. 16, 17, 27. Are seven double hung sash, listed 
separately because the finish will not be the same 
as the other D H sash. These will require seven 
sash fasts and as four of these sash are narrow ten 
flush sash lifts will be enough. 

No. 29. Are 11 pair outside shutters. Because the 
type of hardware used on outside shutters varies so 
much for different localities, we will not here suggest 
the type to be used, but leave it to be cared for ac- 
cording to the usage in each locality, but do not fail 
to estimate hardware for them. 

Miscellaneous—Under this heading should be 
grouped the items not cared for under the “opening.” 
Each sash will require four sash pulleys 2% inches 
size; a quantity of iron sash weights, the amount to 
be estimated according to the rule given in a previous 
article; about 16 ft. of No. 8 good quality braided 
white cotton sash cord for each window; ten sash bead 
screws and washers for each window. Each door 
should be supplied with a rubber tipped “wood door 
stop” to be painted with the base boards in each room. 
For each clothes closet and for the coat closet furnish 
twelve good “coat and hat hooks” and six “ceiling 
hooks.” For each bath room supply two nickel-plated 
“coat and hat hooks,” and if specified (or if the owner 
will buy) the necessary bath room fixtures such as 
towel racks, etc. 

From the above we have a schedule of hardware as 
shown below. In actual practice one accustomed to 
estimating hardware would arrive where we are now 
in a much less laborious way than that used here, but it 
seemed advisable for our purpose to obviously cover 
each step. Experience will suggest “short cuts” for 
each person. 

Opening No. 1 
1’, pair butts 5 x 5 
l set cylinder front door locks and handles 
1 door knocker 
1 small push button 
Openings 2-3-4 
9 pair butts 4% x 4! 
3 bolts for top 
3 ~=bolts for bottom 
3 set locks with knobs and lever handles 
Opening 5 
114% pair butts 444 x 42 
1 set latches with knob outside and thumb piece 
inside 
Opening 6 


(Continued on page $2) 
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of the nation by providing a great variety of whole- 
some and appetizing foods at all seasons. Pure-food 
laws have done much to bring these results, as have 
also the scientific experiments of the individual can- 
ners and of their national association. Nor has the 
requisite of uniformly good quality failed to receive Maiadae 
due attention, for the canners know that the house- aay 
wife has a long memory for those things that are not mm 
as they should be or that fail to live up to their ad- 
vertised representations. Intelligent advertising has 
created demand for brands of various canned foods 
in places far away from the point of production. 
The canned foods of California, Wisconsin, Maine 
and a few other States find their principal markets 
at a great distance. 

The present outlook for the canning industry is 
good. The carry-over of many canned goods from 
last season is extremely light, and sales for future 
deliveries have been very heavy. 
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Gain in Washing Machine Sales 


LECTRIC washing machine sales gain 9.5 per 

cent for first half of year, according to a report 
just issued by Enoch B. Seitz, executive secretary of 
the American Washing Machine Manufacturers’ Asso- 
ciation. The gain during the first quarter over 1923 
was 14.3 per cent, and the second quarter showed a 
gain of 5.1 per cent over the second quarter of 1923. 
The belief was expressed that sales would be some- 
what quieter for the first half of the present quarter, 
but that a marked improvement would be shown in the 
last half. A comparison of sales for the first six 
months of five years are shown below: 


1920 1921 1922 1923 1924 


“yr UNCH QUARTET 
First quarter...... 172,360 S 83,044 30,170 48,847 
1 { 51, ¢ 
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7,36 13 1 84 
Second quarter.... 163,484 73,78 101,947 144,078 151,433 
Total for six months 335,844 131,149 184,991 274,248 300,280 
All Types of Profit Makers 
First quarter...... 271.342 85,960 122,047 179,058 179,461 
Second quarter.... 258,302 108,587 146,458 188,176 180,227 * ‘ 
Total for six months 529.644 194,547 268,505 367,234 359.688 AYHEW Punch Quartet Has International 


Renown. There are no better punches made 
than these. You doubtless know their 


The Desirable Em ployee quality—and so do your Mechanic Customers. 


SO-CALLED “big business man” of our acquaintance These Solid, Center, Prick and Pin Punches have 

was discussing a new man whom he had recently the famous Mayhew Embossed Hand Hold. They 

taken into his employ. “I hired him,” he said, : . tad . 
“because he said he could leave his old employer at a are tough both ends and middle ; regular battering 
moment’s notice and comé to me.” That sounded rather rams. Made full 6 inches long in stock diameters 
strange. Could it be that the man was more desirable ‘ 43 , 
because he had the effrontery to leave his old employer of 13/32 and 2 inch. Sold one dozen in a box, Also 
“in the lurch”? But, upon further questioning, the facts put up in 2-dozen assortment in an attractive 
in the case came out. It seems that there had been two , : 

: : , 1 se. 
prominent applicants for the job. The unsuccessful man wooden Display Case 
had explained at some length his utter indispensability 





to his old employer, “whom he could not even think of List Price, $3.00 Per Doz. 
leaving upon a shorter notice than a full month, since he 

would require that much time to break someone else into Ask Your Jobber 

the responsibility.” The other man, who was given the 

job, had quite a different story to tell. “I have an under- 

study who has been working under me for some time,’ MAYHEW STEEL PRODUCTS, INC. 
he said. “He knows my work practically as well as I do, . : se 
and he can take my work up just where I left off.” That SHELBURNE FALLS, MASS. 
is really the type of employee the business world is con- 

stantly looking for. The old idea of the employee making “ 

himself indispensable to the job has resulted in making 


the job indispensable to him and in automatically cutting 
him off from many possible promotions. 
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Help You Sell More 








SASH CHAIN 


Persistent and continuous advertising to 
architects and builders has built up a new 
demand for sash chain. Advertisements 
similar to those appearing above are con- 
stantly educating your customers and mak- 
ing them buyers instead of prospects. 


You should stock Hodell sash chain and 
capitalize on the increasing demand. Strong, 
kinkless, noiseless, and rustproof, it replaces 
sash cord and makes a permanent job. 
Dozens of other uses for sash chain are 
found around homes at this time of the 
year too. 
















Furnished on 500 ft. reels in solid bronze 
and also coppered, luminized and hot galva- 
nized steel grades. Standard type fittings 
in two sizes for light and heavy sash. 
Packed one-half dozen sets to a box. Prices 
and samples on request. 
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ESTIMATING THE QUANTITY OF 
HARDW ARE 








1 set floor spring hinges 
2 push plates 
Openings 7 and 12 
8 pair butts 214 x2% 
4 elbow catches 
4 cupboard turns 
2 bar drawer pulls 
Openings 8-9-10-11 | 
6 pair butts 44%, x 4% 
4 set locks with knobs 
1 cylinder rim night latch 
2 barrel bolts 4 in. 
Opening 18 (3 doors) 
41% pair butts 
3 set locks with knobs 
Opening 19 
11% pair nickel plated butts 414%4 x 4%4 
1 set bath room locks with knobs 
Opening 20 
1% pair butts 44, x 4% 
1 set bath room locks with knobs 
Opening 21 
41% pair butts 4x 4 
3 set locks with closet spindle 
Opening 22 
114% pair butts 4x 4 
1 set locks—1% in. backset with closet spindle 
Opening 23 
2 pair butts 3x 3 
1 elbow catch 
1 half mortise catch with knob 
Opening 24 
1 pair butts 3 x 3 
1 half mortise catch with knob 
Opening 25 
2 pair butts 3 x 3 
2 half mortise catch with knob 
Opening 13—8 pairs casements 
16 _~—spaiir butts 3x 3 
8 ‘bolts for top 
8 bolts for bottom ‘ 
8 casement fasts 
16 casement adjusters 
Openings 14-15-26-28 
12 _—sv sash fasts 
22 ~= flush sash lifts 
Openings 16-17-27 
7 sash fasts 


10 ~=—s flush sash lifts 


Opening 29—outside shutter 
11 _—s sets of hinges, etc., complete 
Miscellaneous 
76 sash pulleys 2% in. 
? lb. iron sash weights 
300 ft. sash cord No. 8 
190 sash bead screws and washers 
22 door stops 
60 coat and hat hooks 
30 ceiling hooks 
4 coat and hat hooks for baths 
? bath room fixtures 
(Suggestions for the selection of types of hardware 
will come next.) , 
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(Continued from page 52) 





























CERERERULAOELOLORSOREGEEOORERAREGGG LEU EERERERCEREEEUEAEADOGLEEER EERE TAREE RERGEETERTALEEEEREEERERERADEEREREDECRRRESERERACEDRCGERERSORCRORDO SO deteeeereeetee”  cteeteeteee 


did not have one cent at the time I sold him the stock 
and the sale was made without any cash payment. It 
was all on credit but he was afterward very conscien- —= = 
tious about paying for his stock month by month and : ‘x A = ee 
out of his bonus at the end of the year. — Se Rea ee 

Now, as I say, I am not complaining. I know very errr — 
well that many of these former employees will read 
these lines, then they will stop and say to themselves— 
“Well, I guess this is true. Buying this stock was 
certainly a fine thing for me and now that I come to 
think of it, I never have expressed my appreciation 
by word or letter.” 

I trust I will not be considered too egotistical if I 
tell a little story about a case where a medal was 
pinned on me by an old friend in St. Louis. There 
was a dinner at one of the clubs and it happened that 
my name was mentioned. I came in, so I was in- 
formed, for a good share of criticism for a number of 
my peculiarities. However, after I had been well 
damned by my good friends, one of the gentlemen 
present spoke up and said—“Anyhow, we can say one 
thing for Norvell, he never passed any of us any coun- 
terfeit money.” When this story was told me, I ap- 
preciated the compliment very much and when I stop 
to think of it, I believe it is true. I at least can claim 
after all the years I spent in the hardware business 
that no one in that business lost any money investing 
on my advice or by reason of any of my personal 
peculiarities! 

There was one young man in our office who had an 
unusually keen mind. He was a very close observer. 
He had a wonderful memory. If I wanted to know 
just what was going on in the office, all I had to do 
was to have a chat with this young man. Nothing 
escaped his observation. Unfortunately, however, he 
had been compelled by poverty to go to work at a very 
early age. He came of a poor, ignorant family. His 
English was something terrible. He indulged in such 
expressions as “I seen, I done, I would have went, etc.” 

I was so much interested in him on account of his 
natural intelligence that I spoke to my wife one night 
about taking him out of the business, paying his fam- 
ily his regular salary and sending him to school. She 
agreed with me that it would be a good thing to do. 
So one morning I called him into my office and told 
him my plans. He smiled brightly and replied—‘‘Well, 
I sure am thankful to you, Mr. Norvell, for thinkin’ of. 
me in this way, but I’m goin’ to git married next week, 
see?” 

Yes, I saw. I did not feel like taking on the wife 
also into the arrangement, so we dropped the idea. I 
suppose this young fellow is still a valuable employee 
in an inferior position and I suppose he continues to 
murder the Queen’s English. However, I have always 
regretted that I did not have an opportunity to help 
him secure a good education because I am sure with 
his energy and ability that he could have risen very 
high in the business world. 

I know many people are in favor of early marriages. 
It has been my observation, however, in many cases BOSTON 
that young men of unusual intelligence have sacrificed 
their entire future by taking on the burdens of a 
family early in life before they had an opportunity to R 
get a good start. Oo E& 

This question, however, of getting married is a = ——_ - — 
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Through unity of effort, 
large scale production, 






the elimination of waste 
through the use of ef- 
ficient machines, the 







hearty cooperation of 





satistied employees and 
through specialization, 
the Tubular Rivet and 
Stud Company has for 
over 50 years manu- 















factured rivets that are 
the recognized standard 


in their field. 
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TEGCO 


=Glass-Hardware= 





With any commodity the GEN- 
UINE aarticle is always the best and 
safest to buy. 
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Ask your Jobber for 
‘““TEGCO”’ Glass 
Knobs. 


These knobs are 
made in four sizes, 
of the very finest 
crystal and opal 
glass. 


The faces are all cut 
and polished and the 
bottoms are studded, 
absolutely prevent- 
ing them from turn- 
ing, slipping, or be- 


coming loose. 


Cuts Show Actual 


Size 


For sale by 
All the leading 
Wholesale 
Hardware 
Jobbers 
in U. S. A. 
and Canada 





This cut shows 
studded bottom 


Manufactured by 


TECHNICAL GLASS CO., Inc. 


48th St. and Santa Fe Ave., Los Angeles, Calif. 
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story in itself. Maybe some day in some other article 
we will write our observations of the effect of matri- 
mony on business careers. 

If I were called upon to make an address to young 
business men, if I were given only fifteen minutes for 
this address and if I were told that I could only talk 
upon one idea and that idea alone, what do you think 
I would talk about? I know very well. I would de- 
vote my entire sermon to one text—GET YOUR 
FACTS STRAIGHT. More trouble, sorrow and fail- 
ure has been caused by people not getting their facts 
straight than anything else I know of in business. 
When you start out with the wrong facts, you are 
naturally sure to come to the wrong conclusion. I 
could tell story after story of disaster that has come to 
business men and business houses because right in the 
beginning they did not take the time and trouble or 
go to the expense of carefully investigating the facts. 
Some manufacturers start manufacturing goods with- 
out knowing the facts in regard to their market. 
Others start manufacturing without knowning the 
facts in regard to the cost of the goods. Salesmen 
make a wrong impression upon dealers because they 
have not taken the time and trouble to look up the 
facts about these dealers. I could tell an endless 
number of stories on this subject. Let me tell just 
one or two. 

We sent a salesman on one occasion to Indiana to 
sell an opening stock of hardware. He was a good 
salesman. He knew our line from “Axes” to “Zinc.” 
He came back without the order. Later I found out 
that he did not carefully investigate the facts in re- 
gard to the personal peculiarities of the customer be- 
fore he attempted to sell him. He gathered the idea 
that this customer was very religious when as a mat- 
ter of fact, he was an all-round sport. He was the best 
poker player in the town. Our salesman talked re- 
ligion while his competitor talked sports. Our sales- 
man lost the order while his competitor got it. What 
was the trouble? Our man did not GET HIS FACTS 
STRAIGHT. 





Exhibit Work of Local High School Boys 


WO enterprising hardware firms of Boulder, 

Colo., The McAllister Lumber & Supply Co., and 
the Wilson Hardware Co., devoted a window for an 
entire week to the display of the handiwork of manual 
training students of the local schools. 

W. W. McAllister says, “Both the Wilson Hardware 
Co. and ourselves made similar displays to show the 
people of Boulder just what was being done in the 
manual training department of our public schools, and 
to assist the school authorities in promoting this 
feature. 

“All of the pieces shown were made by the school 
boys directly from rough iron or steel, and no part 
was bought from the outside. The handles used in 
the hammers were made from spokes of artillery 
wheels.” 

This kind of cooperation on the part of these two 
hardware dealers not only shows a civic pride in the 
schools, and interest in the youth of the community, 
but it shows they appreciate what the youngsters can 
do and they are proud of it. Needless to say, the high 
school boys were pleased with the reception their 
products received. 
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campaign referred to was on a line of specialties. 
The goods sold were not staple and competitive. 

The moral we are attempting to elucidate in this 
article is that after we have grasped a good selling 
idea, the execution of this idea in all of its details 
should command the closest as well as most careful 
attention, also the best thought and, incidentally, the 
necessary hard work on the part of the sales manage- 
ment in a manufacturing, a jobbing or a retail busi- 
ness to carry through the selling plan to a successful 
and satisfactory issue. 

All over the country today sales managers are sit- 
ting at their desks sizing up their selling problems 
and saying to themselves—“What can I do?” Has the 
thought ever occurred to these sales managers that 
possibly the salesmen upon whom they are depend- 
ing to produce results do not actually understand 
what they are expected to do or that they do not 
understand the possibilities of what they can do? 
Unless the sales manager, like the physician, is able to 
take an ex-ray photograph of the mental process of 
each of the salesmen under him, he is liable to waste 
a great deal of valuable time and spend a great deal 
of money without getting results. 

The best way to get this ex-ray picture of a sales 
force is to give them a comparatively simple selling 
task and to then study the results of each salesman. 
It is like playing auction bridge. Four people might 
sit around and talk indefinitely about the rules of the 
game, but those who know how to play the game and 
those who do not would never show up until they sit 
down and start playing. It would not be necessary to 
play several rubbers before it is clearly demonstrated 
not only who knows how to play bridge, but also that 
some people, by their lack of mentality, lack of con- 
centration and lack of observation will never learn 
to play a decent game. 

In these times more than for many years past, 
every salesman on a sales force should be carefully 
studied and every sales manager should study each 
salesman first of all with the thought in his mind— 
“Has this man who is now on our salary list and who 
is regularly sending us an expense account the mental 
ability to put over our line, no matter how much time 
we devote to training him?” 

Just try a simple selling campaign as outlined 
above, with definite written instructions to each sales- 
man and then study the results of each man. If sales 
managers would actually study and think about these 
results, they would learn a few illuminating things. 
This plan can be carried out just as well in a retail 
store with retail clerks as with a force of traveling 
salesmen. 

The question before us is—‘‘How much time, atten- 
tion and money are we wasting in attempting to train 
sales people when there is not the slightest chance of 
_ these alleged salesmen’s ever understanding what we 
are driving at or doing their part to work out any of 
our plans?” 

If you have a sales force of, say, twenty people 
and if five of them have not the brains to understand 
what selling means or, if they have the brains, lack 
the desire or energy to work with you, you would be 
better off with a sales force of fifteen persons. It is 
far better to divide the work of the delinquent five 
alleged salesmen between the fifteen who have not 
only the ability, but the desire to help you in your 
sales plans. “THE SALES MANAGER.” 
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WaterMarkets 


Farms, suburban homes, summer cot- 
tages, in fact all places that must fur- 
nish their own water supply, are 


“Water Markets” for Deming “Mar- 
vel” Pumps. 

If “Marvels” could talk they could 
sell themselves. That’s why you are 
needed—to act as sales interpreter 
between Deming “Marvels” and 
Deming “Marvel” Buyers! All you 
have to do is tell about the good 
points of this pump. The Marvel 
will live up to your sales talk. You 
can depend on Deming for that! 


The Deming Company 





Salem, Ohio 
Established 1880 
Distributors: 
Baltimore —Southern Supply Co., 315-17-19 N. Calvert St. 
Cairo—Woodward Hardware Co. % 
Chicago—Henion & Hubbell, 217-221 N. Jefferson St. 
Denver—-Hendrie & Bolthoff Mfg. & Supply Co., 1621-16359 
17th St. 
Detro't——-Standart Bros. Hdwe. Corp., 501-547 Jefferson Ave. 
Fest, 
Kl Paso—Momsen-Dunnegan-Ryan Co., Cor. Virginia and 
Overland Sts 
Indianapolis Crane (o., 333 W. Market St. 
Kansas City——English Rros. Machinery Co., 410-418 West 
5th Sst. 
Loulsville——Laib Co, 
Minneapolis——Central Supply Co., 312-316 Third St., South. 
Richmond——Sydnor Pump & Well Co., 1310 East Main St. 
Pitts rg ‘Harris Pump & Supply Co., 316-322 Seeond 
St. Le ieee Geller, Ward & Hasner. 
San Franecisco—Crane Co., 301 Brannan St. 
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“DAD PERIGO’’—A Veteran 


‘6 AD” Perigo of Cleveland is 
1) a hardware pioneer. For 
over forty years he has 
held an honored place among the 
hardware traveling salesman of this 
country. He was originally chris- 
tened Samuel F., but among the 
hardware fraternity it failed to 
take. To them he is and always 
will be “‘Dad.” 

Perigo, Senior, operated a very 
successful retail hardware store in 
a little western city, and in this 
store “Dad” received his early train- 
ing and erected the foundation for 
his selling career. From it he 
graduated to the rank of traveling 
salesman. For ten years he worked 
in the outlying districts with re- 
tailers as well as jobbers, but for 
the past thirty years he has sold 
exclusively to the wholesale trade. 
He wears with pride a gold emblem 
button of the Atkins Pioneer Club, 
signifying twenty years’ continuous 
service in the sales department of 
E. C. Atkins & Co., Indianapolis, 
Ind. ‘“Dad’s” travels have taken 
him into every State in the Union, 
as well as northern Mexico and 
Canada. His forty years of selling 
have helped to develop his naturally 
likeable disposition, and have given 
him a broad outlook on _ business. 
He has always been a close friend 
and counsellor of the younger sales- 
men, his advice to them being: 

“Know your goods and present 
your best story boosting your line. 
Never mind the other fellow. Call 
on all your prospects, sell them your 
line and then help them sell it to 


of the Road 


the consumers. That is salesman- 
ship.” 

“Dad” practices what he preaches, 
and is a strong exponent of clean 
living and hard work. His present 


good health and his host of friends 








“Know Your 


Goods’—Says Dad 


Know your goods and pre- 
sent your best story boosting 
the line. Call on all your 
prospects, sell them your line 
and help them sell it to the 
customers. That’s salesman- 
ship. 




















are his special pride, although he 
might also take more than ordinary 
pride in his long and _ successful 
selling career. 

Forty years is a long time; and it 
has been replete with changes. We 
asked Mr. Perigo to tell us how the 
present day retail hardware stores 
compare with those of his early 
selling days. 


Yesterday and Today 


“They are not the same at all,” he 
said. “The retail hardware store of 
my boyhood was a junk shop. The 
man who owned it was a store- 
keeper. If he was able to pay his 


rent and make a bare living he was 
satisfied. The men he hired were 
clerks not salesmen. 

“Today a good hardware store 
represents the best type of retail 
organization in any given town. The 
proprietor is a merchant and his 
associates are salesmen—not mere 
clerks. Such men build fine stores, 
with large, well lighted show 
windows. Good display fixtures are 
common. Windows are used, not 
abused, and stock is _ intelligently 
arranged in most stores. 


Present Day Dealers Advertise 


“The hardware merchant of to- 
day advertises. He caters to women 
customers. His credit is good. 

“Hardware jobbing is likewise a 
cleaner business than it was forty 
years ago. Many wholesale sales- 
men rank among the best friends of 
the retail trade. There is much 
more harmony between jobber and 
retailer.” 

“Dad” likewise has his own ideas 
about merchandising. He is a 
staunch believer in the absolute 
necessity of greater stock turnover. 
“Merchants should remember” he 
said, “that hardware is not like 
wine. It does not improve with 
age. It never betters the condition 
of itself or its owner by standing 
still.’ The best slogan a retailer 
can have he said is “smaller stocks 
and greater turnover. It is the 
only way any merchant can realize 
a higher percentage on his invest- 
ment of money, time and effort.” 








the depositor anyway. 








tain a good balance in the bank at all times.” 


scorns discounts merely shows his ignorance. 
of the cutomary discount rates really represent upon a yearly basis. 
days net,” equals 14 per cent a year, and “2 per cent, 30 days, 60 days net” equals 24 per cent a year, while the seem- 
ingly inconsequential “3 per cent, 10 days, net 30 days” equals 54 per cent a year, 
balance bring any return at all comparable? 


Taking Discounts 


é< O, we do not always take advantage of discounts,” business men will tell you. 

N 2 per cent 10 days, anyway, and we reckon that it is worth something in the way of vrotection to us to main- 
For one thing, as far as credit and protection go, bilis paid 
promptly will do much more to develop reputation than a paper-balance in the bank which really does not belong to 
And, for another thing, 2 per cent, 10 days, is not to be sneezed at. 
The National Association of Credit Men supplies figures as to what some 
Thus the despised “2 per cent in 10 days, 60 


“Most of them only amount to 


The business man who 


In what bank will a temporary 
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A new pattern that befits this finest silverplate— 

used and loved by generations of fastidious host- 

esses! ‘Today, as always, ‘©1847 ROGERS BROS.” 
represents the peak of good taste. 
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1847 ROGERS BROS. 
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The Ancestry of “Ancestral” 


Pattern name has much to do with salability. Given a reputation 
for quality that is traditional, an appeal of beauty that is irresistible, a 
name that fires the imagination and you have a combination unbeatable. 

“Ancestral”? is the name for the new 1847 
Rogers bros. pattern. 

“Ancestral’?! What thoughts of prestige and 
preference it inspires! What qualities of service- 
ableness and durability it implies ! 
Whatsentiments it fosters!) What A 
more hitting name for a pattern a @ 

F, 





of a brand of silverplate backed 

by such traditions as 1847 Rogers Bros. ! 
‘“‘Ancestral’’—the name is born of the long ex- 
perience of craftsmanship that has produced silver- 
plate of quality these many generations, that has 
retained and renewed its youth through the freshness and up-to-date- 
ness of its new designs. To the mind of the young woman—the pro- 
spective purchaser of silverware—what does‘‘Ancestral’’ mean? It means 
the prestige that is carried by the preference and approval of her mother 
and of her mother’s mother—the standard of quality that has been 


recognized by succeeding generations of hostesses. 
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The Marketing of the New Pattern 


The “Ancestral’’ will have a wonderful introduction. The design 


will be presented in colors on the back cover of the Ladies’ Home 


a ae ae! a ai ai a 


Journal and in colors in other leading publications, in a way 
that will impress its beauty upon the women of 
America. These advertisements will be fresh in -_ 
appeal and unusually attractive, emphasizing the | 
significance of the name. 
The illustration that will be 
used in the Ladies’ Home Journal 


advertisement has been adapted 





for the first page of this present 
announcement. 
Because of its beauty, the reputation of its 


family name and its unique national advertising, 





“‘Ancestral’’ pattern offers unusual possibilities to 
the trade. It is not only the newest, smartest pat- 
tern in silverplate, but is of a brand of silverplate that has been used and 
approved by the most particular American families for four generations. 

For display material on the Ancestral pattern and dealer helps 
write your jobber or to Sales Promotion Department, 


INTERNATIONAL SILVER CO., Meripen, Conn. 
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BUILD YOUR PROFITS WITH 
CYCLONE COMPLETE FENCE 


<— 


Cyclone “Complete Fence” enables you to steel framework, gates and all fittings, to 
give specialized fence service in your com- erect fence complete. 

munity. It enables you to get the better, Complete directions for erecting go with 
more profitable jobs. each job, making erecting easy. 

Cyclone “Complete Fence” is made up Write Dept. 29 for catalog showing many 
specially in the Cyclone factory, according beautiful patterns of Cyclone “Complete 
to purchaser’s diagram. Includes fabric, Fence.” 


CYCLONE FENCE COMPANY 


Factories and Offices: 


Waukegan, Ill.; Cleveland, Ohio; Newark, N. J.; Fort Worth, Texas; —— Cal. (Standard 
Fence Co.) ; Portland, Ore. (Northwest Fence and Wire 


CYCLONE FENCE nD ad's Siw 




















WHEN a reputable concern endorses an article by } 
constantly using it, you can rest assured that article 
is good. 







Since WARREN’S X-RAY DISPLAY CONTAINER 
was first put on the market, THE DRAPER-MAYNARD 
CO. have used it for displaying their 
sporting goods. 


What the X-Ray Container has done for 
others it can and will do for you. 


The X-Ray is a medium through which 
your product is placed before the public 
in so attractive a manner that the cus- 
tomer buys before his admiration wanes. 


Send for illustrated circular “X-Ray Facts.” It tells the whole story 


PR.WarrenGea. Foine Parcr Boxes "2" 














® 
WARREN’S X-RAY DISPLAY CONTAINER manufactured exclusively in Canada by RUDD PAPER BOX CO., Ltd., Toronto. 
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When Real Wrench Character Asserts Itself 


Character—real character doesn’t 
always show on the surface. 


The best dressed man and the best 


finished wrench may fail utterly 
when put to the test. 


A true test is service. Just as ser- 
vice brings out the best in a human, 
so does it bring out the best in a tool. 


Many a Coes Wrench has stood 
abuse to the point where inferior 
wrenches would give way under the 
strain. 


And while a mechanic may lose his 
temper, the Coes Wrench stands up 
unfailingly and takes punishment. 


This is when real wrench character 
asserts itself and in one word: 


C-O-E-S. Keep stocked. 


COES WRENCH COMPANY 


“In business since 184]’’ 


Worcester 


Mass. 


Selling Agents 


John H. Graham & Co., 113 Chambers Street, New York 


J. C. McCarty & Co., 29 Murray Street, New York 








Fenwick Freres, 8 Rue de Rocroy, Paris, France 
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The Customer Who Leaves It 
To Your Judgment 


When it is left for you to decide—you become not the 
‘Judge’—but the Defendant! It is your trial, so to speak, 
and “Perfect” is a Character Witness. 
ch You will not only make a sale. Your decision will bear 

WiRE GOTH. weight. When a customer says, “I’ll leave it to you to 
= ia send the best,” he is going to tell his neighbors all about 


ee § the merits of jis selection. 
fect’’ Screen Cloth, he will claim the credit for his good 
judgment. Make the sale and let the credit go! 


Your Jobber Carries “Perfect.” 
MVNELLVOLOUUULNULUUULLOUUONOUAULOGRNUUUULUUIONLEGUIEOUUSARLUTUOGUSUGRUULEEOLOYTIG TUDO EEUU OVAL NA 


LUDLOW-SAYLOR WIRE CO. 
St. Louis, Mo. ? 







AY 
j NU Plan & Th 
INIKOLIT! 
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Even if you did send ‘Per- 
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GRIFFIN — 


the hinge that is made 
of specially rolled steel 
under rigid inspection 
to combine enduring 
strength with a finish 
of lasting beauty. 


Write today for our price list and the catalog of the 


complete GRIFFIN Line 


HARDWARE 


AGE 





GRIFFIN Hinges are 
made in a wide va- 


signs to answer the 
requirements of all 
types of building 
construction. 


GRIFFIN Hinges are 
made entirely in our 
own mills—eaceh butt 


We Also Manufacture 


Cellar Window Sets, 
Hasps and Safety 


. : Hasps, 
wrapped in moisture Door Handles and Door 
proof paper and Holders, 


packed one pair in 
a box with screws to 
match. 


Brackets, Push Plates, 

Drawer Pulls, Door 
Stops, 

Sash and Screen Lifts, 

Barrel Bolts, Corner 
Braces, 

Corner lrons, Washers, 
etc. 


GRIFFIN MANUFACTURING CO. 


WARENMOUSE 


A5 Warren St.,New York 


WAREHOUSE 


ERIE,PENNA. 74w.Lake'st.chicago,Iil. 

















Complete Equip- 
ment in Each Carton 


Complete equipment for door or 
window, with instruction sheet 
and nails, is contained in a handy 
carton. To make handling easy 
for dealers, they are put up in 
boxes of two dozen cartons. 


~ 


Economy Strips come in two 
sizes of windows, 36” x 36” x 
36” and 42” x 42” x 42”, and 
sizes of doors, 36” x 84” 
42” x 84”. e carton for 
window retails at $1.89 and 
window at $2.21; carton for 
door retails at $2.01, and 
42” door at $2.14. Subject to 
regular jobber discounts. 


Our Sales Plan with Advertis- 
ing Leaflets makes selling easy. 
Hardware jobbers and dealers 
are furnished small sample win- 
dows completely equipped with 
“Economy” for display purposes, 
and to assist their salesmen. 


two 
and 
36” 





WEATHER STRIPS pape 


WETAL WEATHER STRIPS —~— 
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No Competition! 


“Economy” is the only All Metal Weatherstrip sold by Hardware 
Jobbers and Dealers. It sells for the same price as the cheap 
temporary wood, felt, or rubber strip, and can be installed by 
anyone, without removing the window. 


The Economy All Metal Weatherstrip is guaranteed to last as long 
as the building. Keeps out dust, dirt, and cold. Does away witn 


storm windows. 


CLIP COUPON NOW 


SAGER METAL WEATHERSTRIP CO. 
162 W. Austin Ave,. Chicago 
Send prepaid 1 box Economy Metal Weatherstrip size 


24 cartons, complete equipment for 2 doz. windows. 
36”"x36"x36"” 


36° x36"x36” 
48x42" x42" 


Send prepaid 6 cartons, size gorygonygon complete equipment for 6 windows as 


a sample order. 


Send full information with samples. No obligation whatsoever. 


Address 


7-24-24 


, containing 
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LIDSEEN ‘zcc?oOILERS 









Controls 
the Oil 


OILERS 


It is possible for the consumer to purchase a small 
sized oiler as cheaply as twenty-five cents. However, 
in so doing, he cannot expect to receive merchandise 
which will give satisfactory service for any length of 
time. Both consumer and merchant are losers—the con- 
sumer, because he is dissatisfied—and the merchant be- 
cause he loses the consumer's good will. 

LIDSEEN POSITIVE FORCE FEED OILERS and G. L. 
ALL WELDED PUSH BOTTOM OILERS are high-priced 
oilers—BUT—They Are Guaranteed to Give SATISFAC- 
TORY SERVICE ‘tor a LIFE TIME. 

Made of heavy steel and all welded, they will stand 
severe abuse and operate under all conditions. 


Ask your jobbers’ representative 
or ask us 


LIDSEEN PRODUCTS 
832-840 So. Central Ave. Chicago 


























a. 
STAR 


HACK SAWS 


Our concentration of effort 
for forty three years in one 
direction evolved the present 
Star Hack Saw. 


CLEMSON BROS., Inc. 


Middletown, N. Y. 


We have something to tell you about hack saw 
blades. Write for booklet. 








A Big Seller 
to Boat Owners 


Jeffery’s No. 7 Marine Glue is a big 
seller to boat owners, because it will 
positively make any boat leakproof so 
long as the frame is in fair condition. 


We do more than guarantee this boat 
glue; we help you sell it. As soon 
as you order 








JEFFERY’S 
WATERPROOF MARINE GLUE 


we get busy and co-operate with you. 


Send you Dealer Helps, provide you with Interesting 
Booklets with your imprint, circularize in your locality 
and help you in every way. 


It is Nationally advertised—known the world over. With 
your order we send a liberal supply of Interesting Book- 
lets neatly printed with your name and address on them. 
Write for Trade Discounts now. 


L. W. Ferdinand & Co. 
150 Kneeland Street Boston, Mass. 














ete the key can open it. It 
may be operated just like an 
ordinary night latch; or by 
turning the key one turn 
backward; it securely locks 
the bolt and the inside knob. Thus 
locked, the bolt positively cannot be 
forced back or the door opened from 
either inside or outside without the proper 


ey. 
Also our line of Padlocks is complete 
in every respect. We also make Special 
Cylinders for Special Locks, including 
Automobile Locks of all kinds. 

And don’t forget us when you need Key 
Blanks and Cut Switch Keys. We make 
over 1000 different patterns—all of best 
material. Write for Catalog 6. 





CDINDEPENDENTIOCKCO.W> 


LEOMINSTER, MASS. U. S. A. 
Mfrs. of cylinder locks, padlocks and key blanks 
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OVER FIFTY YEARS 
OF CONTINUOUS MANUFACTURING 1S THE 


GUARANTEE 


BACK OF 


WICKWIRE PRODUCTS 
SCREEN WIRE CLOTH 


CORTLAND PAINTED WiRE CLOTH WHITE METAL FinisH Wire CLOTH 
WICKWIRE PREMIER W1RE CLOTH WickKwiRE BRONZE WiRE CLOTH 
Gray-Wick WiRE CLOTH 


POULTRY NETTING AND FENCING 


Hex. Nettinc “Wickwire BRAND W W Pouttry FENCING 
GRADUATED POULTRY FENCING 


OTHER WIRE PRODUCTS 


Wire Rops Wire Nalcs WIRE Wire STAPLES 
METALLIc Coat SIEVES Corn Poppers DisH CovERS 
CopPpPERAS OR SULPHATE OF IRON 


WE MAKE SPECIALTY IN WIRE NAILS PUT UP IN \ ro 25 Lb PACKAGES 
Write your Jobber for Full Information and Prices | 


WICK WIRE BROTHERS 


ENTIRE FACTORY AND OFFICES 


CORTLAND, NEW YORK, U. S. A 
MYERS COG GEAR GIANT LOW DOWN 
DOUBLE ACTING FORCE PUMP 


SA fon S Threshermen believe in MYERS TANK PUMPS. 
i They have been believing in them for many years, and 
a what’s more, the majority of threshermen have depended 
‘Washing out on Myers Tank Pumps to fill their thresher tanks with 
ilers Irri- water during the harvest period. And Myers Tank 
ation and Pumps have not only been favorites with threshermen 
but have become even more popular with thousands and 

rainage # thousands of others in all walks of life who use them as 





















Sectional 
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Pumpin ater general utility pumps for many pumping duties. Their 
from ls, compactness ss apt ny. ont and direct 
waterways, ample valve capacity, reversi- 
Barn Yards ble head and spout, easy operation and 
extra large capacity adapt them to a wide 
Cisterns and =)? = range of service and extend the field for 
Cellars vn (== their distribution. 


This is the season for tank 
pumps. The period when more 
of them are sold and used than 
perhaps any other time during 
the entire year. MYERS COG 
GEAR DOUBLE ACTING 
TANK and GENERAL SER- 
VICE FORCE PUMPS being 
far superior in design, construc- 
tion and durability to the aver- 
age tank pump are in greater 
demand and easier to sell, and 
the profits are more satisfactory. 


Se ee 








Write or wire your orders today. 





AS 


AS WMP K 
ALBANY - se anUne- - MILWAUKEE - CEDAR RAPIDS - ST. LOUIS - KANSAS CITY- NEW YORK 
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MACHINE WOOD SPECIAL 
SCREWS RIVETS 
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(Reg. U. 8. Patent Ofice) 


WOOD SCREW CO. 
New Bedford, Mass. 




















‘‘Handy Men’’ will buy the Turner 


To do odd jobs round the house, garage and 
\ 
~ 
~™ 


workshop they need the 
U x Y fs =a as T RCH 


as 5 Candle 


And dozens of dealers are selling 
“handy men” this efficient tool. 
Every home should have it. And 
can, because it’s absolutely safe. 
Turner offers bigger sales possi- 
bilities than ordinary torches—its 
Il new improvements are all ex- 
clusive. Only with Turner can 
you give your trade 400° hotter 
flame, perfect gasification with 
present-day fuel, safety valve and 
leakproof tank. No orifice trou- 
bles. Your jobber can make im- 
— shipment. Write him 





Ouick Turnover on 
Turner Plumber’s Furnaces 


The World’s Largest Exclusive Manufacturers of Blow Torches, Fire 
Pote and Brazers 
DISTRICT REPRESENTATIVES 
San Francisco: Rice-Hitt Co., 623 Larkin St. 
los Angeles: Rice-Hitt Co., 416 Hibernian Bldg. 
Seattle: Rice-Hitt Co., 1427 L. C. Smith Bldg. 
New York: The Turner Brass Works, 86 Murray St. 





Sell Them 
by the Set 





Sets of 9, 11, 17 bite are fur- 
nished In compact casee for 
the convenience of the user. 








resolves itself to a question of selling 
of the case, its use in keeping the bi 
loss, etc. Try it. 


—_ «¢ ee 


Forstner Bits are the only bits that are not 
Th the outer 


level to guide them. cut from: rim. The entire 


polished. They bore their way ). knotty, cross grained 
leaving a smooth hole and clean, polished surface. 


Let us send you catalogues. Order through your jobber or direct. 


The Progressive Manufacturing Co. 














TORRINGTON, CONN., U. S. A. 











It isn’t hard, nome mates pete Ge calies ot Se Me Se A 


in order end near 
dependent on a center or 
surface 


E 


ey . 
at work all the time; no jagged ends; every part of the work is smooth 
through . ha . 


i 


Se 
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STANLEY 


/[ uk BOX STRAPPING 


No. 3000 “Twinrold’”—Self-Tightening 


in colle of 800 feet, is coiled double and has great 


tensile strength. The ribs allow nails Se Bay ob- 


liquely, taking up the slack and dra 
THE STANLEY WORKS 
New Britain, Conn. ne 
New York Chi San Francisco Los Ang 
shee me” Seattle 


Manufacturers of Wrought Hardware 
and Carpenters’ Tools 


FCRELCCREPST RHP ESSE CEST RESET RSE R eee ee eeee ecaiscee sepa gecce eceehecee seseaeets eongpsese CURRPCCAD PETER eeeeeDetee esoegeoee eere poses cece setetesasioss oe” 
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Combination 
Service Wrench 


Does the work of a good monkey or pipe 
wrench. Made of a forged steel bar case 
hardened throughout. Construction has 
double strength. A time saver. Does 
away with carrying two wrenches. Guar- BEMIS & CALL CO. ‘ 
anteed. Sell them and better please your Springfield Sten, UU. SA, 
customers. Write for prices. 

















| 


“Globe” | 


Plumb Bobs 
Sell Easily 


as they are perfect in balance, attrac- 
tive in appearance, and reasonable in 
price. : 


Genuine Armstrong 
Stocks and Dies 


Are always in working order. They rep- 
resent the utmost simplicity and effici- 
ency in operation. 


.N30Z1310 4 ail 





Made of brass, with screw caps and 
steel points, in both long and short 


neck t they fill all i ts. 
All genuine Armstrong stocks and dies es Sey oe oe ee 


: Furnished in short neck t in 6 
bear this trade-mark: ype 


and 8 oz. weights, and in long neck 
type in 6, 8, 10 and 12 oz, weights. 
Not only easy to sell, but profitable 
Long Neck Type too! 





Just write for prices today 


ae EUGENE DIETZGEN CO. 


Be Sure You Get the Genuine Right goods at right prices 
continuously since Year 1885 


. Cusesies Philadelphia Washington 
The Armstrong Manufacturing Co. Chicago New York Milwaukee 


Bridgeport, Conn. San Francisco — Illinois 
Quicker Selling 


The speed with which you can serve a customer is a 
factor that brings him in to you again. With Heller 
Swing Door Cabinets you can do more than serve a 
customer promptly, you can also create a prosperous 
appearance that advertises your service to every shop- 
per. Because Heller equipped stores are so thor- 
oughly prepared for quick selling, they get the busi- 
ness. Write for catalog No. 26-A TODAY. 


W. C. HELLER & CO. 
































Main Office and Factory Eastern Display Rooms 
nahine 700 Wabash Ave. 20 Vesey St. 
Montpelier, Ohio New York City 


Heller Shelving in Payne-Cummings Hardware Co., North Adams, Mass. 





















ya a hardware man of any 
sort comes into The Mechanics & 
Metals National Bank of New York he 
is athome. Here he meets friends who 
know how he does business, who know 


what he wants and who know how to 
provide for those wants. 








Let us demonstrate our knowledge of 
your business the next time you come to the 
city, or write us and permit us to visit you. 








EE 












THE 


MECHANICS & METALS 
NATIONAL BANK 


OF THE CITY OF NEW YORK 






Capital, Surplus and Profits, $26,500,000 






























—and practical in Mopping Buckets, especially designed 
for use with squeezer type mop wringers. Provides more 
room for rinsing, holds more water and is easier to carry. 
Made in two sizes, 16 and 26 qt., of heavy gauge galvanized 
iron, with % in. steel bail securely held by ears that fold 
over rim, giving four points of support instead of two. Has 
four gliders, facilitating easy pushing about floor. Will 
outlast 6 ordinary round pails and makes mopping easier 


and quicker. 
Can’t Splash 


MOPPING 
BUCKET MOP WRINGER 










The WHITE Mop Wringer saves wear, 
tear and pulling apart of the mop, be- 
cause the action squeezes the water, 
dirt and grit out—the mop is not pulled 
through rollers. Made in 10 sizes for 
family, hotel and janitor’s use, 


Sells Readily 
Singly or in 
Combination 


Send for descrip- 
tive circulars on 


Wringers — ana A 
name your Jobber ‘\& 





please! 
a Mop The Ideal 
i Combination 
ys — Wringer Co. for —e 
eavy man ° 
without bend- Fultonville, 
ing or 
bulging. N. Y. 
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Acme Eclipses Them All 


Acme Casters don’t have to swing, or turn, 
or revolve on spindles. Acme is not a wheel 
that sticks or jams. Acme is a large ball 
rolling on a ball bearing. That’s why Acme 
eclipses them all, because it will roll equally 
well in any direction—always. 











From your Jobber; send for catalogue 


THE SCHATZ MANUFACTURING CO. 
POUGHKEEPSIE, N. Y. 


Agents: 
J. C. McCarty & Co., 29 Murray St., New York City 
C. W. Gause Company, 693 Mission St., San Francisco, Cal. 

















| BATHWHITE 


(REG. U. 8. PAT. OFF.) 


CABINETS 


BUILT 
TO 
LAST 


7 Designs 
and Sizes 
of Recess and 
Wall Cabinets 


All require- 
ments for white 
steel Bathroom 
Cabinets can be 
fulfilled with the 
BATHWHITE 
line. There is 
just enough va- 
riety in size and 
design. The 
quality of finish and construction is the best used in 
any Cabinet regardless of price: 


All dealers can be sure that these Cabinets will sell 
quickly. 
Write us for prices and description. 


E. H. TITCHENER & CO. 


BINGHAMTON, N. Y. 
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aa The New 


Boston Rubber Chair Tip 












Just off the press. The 
latest edition of our 


general catalog. Send 


for it. / a Y “SprinGriP 
y ¢ y/7} Uf pc bith The Tip and Its Parts 


Brass Washer Brass Nail 


> 





There is a Kimball Elevator built 
for every requirement. Light dumb 
waiters or heavy elevators, lifting 
upwards of 30,000 pounds, high 
speed passenger elevators, hand- 
power and electric elevators of all 
sizes and types are built and in- 


The Rubber Tip with 
the Brass Washer 
and Nail Moulded in 
Same. 


Spring 
Socket 


.) 
} 








stalled by = 
KIMBALL BROS. CO. : 
1117-41 9th St. Council Bluffs, lowa = 
send dar taathenes 

KANSAS CITY DULUTH 

DETROIT MINNEAPOLIS 

sours BEND thy Manufacturers of Rubber Specialties 

CLINTON DALLAS 





NEW ORLEANS FORT SMITH THE ELASTIC TIP CO. 


| 370 ATLANTIC AVENUE BOSTON, MASS. 
| For the Life of a Lawn—|| WHITE MOUNTAIN 























The New A ] p 
SHERMAN DIAMOND ppte *arers 
HOSE NOZZLE Give Satisfaction in Thousands of 
A perfect attachment made of Homes All Over the World 


heavy wrought brass for cov- 
ering more ground in_ less 
time. It throws more water 
farther —thus shortening the 
important hours of lawn and 
garden sprinkling. A _ larger 
nozzle with a larger stream and 
a volume spray. Water-tight 
shut-off. 





GENUINE WHITE MOUNTAIN 
PARER, CORER AND SLICER. 


GREEN APPLE SEASON 


is here now. Are you ready to supply the de- 





Gites i diene Geis Wille mand for APPLE PARING MACHINES? 
fect Spray” from your Jobber. WRITE your Jobber or to us for prices on THE 
Individually wrapped in tarnish- WHITE MOUNTAIN and SIX other sizes we 





proof paper. 


H. B. SHERMAN MFG. CO. 


BATTLE CREEK, MICH. 


make. 


Goodell Company, Antrim, N. H. 




















100 


HARDWARE AGE 























More and 
Bigger Profits 


ACE 
Hot Spark 
Ignition 
Batteries 


Hot Sparks give the user 
better and longer service 
and you bigger and more 
profits. Ask for prices 
and discounts on ot 
Sparks, ACE Radio Bat- 
teries and Victor Dry 
Cells. These will prove 
your best sellers. 


ctsG 


HIO 








American Steel & Wire 


§ Chicago, New York, Boston 
a. —— Pittsburgh 
nver, Dallas 

U. 8. Steel Products Coa. 

Francisco, Los Angeles 
Portland, Seattle 


BARBED: Ellwood Glidden, Am. Glidden, Am. 
Ay Baker Poctect” Ellwood Junior, Lyman 
NAILS, SPIKES, STAPLES, TACKS, Hot Galv’d Nails 
ZINC INSULATED FENCES: American, Royal, Anthony, 
National, U. S. 
OW T-STEEL POSTS 
CONCRETE REINFORCEMENT 
BALE TIES: Old reliable brands 
TELEPHONE WIRE 
WIRE for every purpose 


Quick Delivery. Write us for selling plans. 




















SOLID SAL AMMONIAC 









On its fifth birthday. 
Speco is the standard prac- 
tice for cleaning soldering 
irons. 
Send for a sample to 


Special Chemicals Co. 


Highland Park, Ill. 
























Ensign Bickford is the ORIGINAL 
safety fuse—tested and tried by 
time and experience. 
We manufacture various 
brands of fuse, amon 
which you should fin 
one adaptable for your 
work. 





The Ensign-Bickford Co., Simsbury, Conn., U. S. A. 


Give Them 





Show your customers the 
line of Window hardware that #9 


Phenix Quality 284 


In Storm Sash Hangers and Fasteners : 
Hangers and Fasteners are simplest, oe 


handiest, easiest applied, most efficient— 
that’s why they sell best. New improve- ~ 
ments put them in a class of their own. 

Write to-day for catalog showing full Phenix 
line, including the only non-rusting loose joint 
hinge made, and the one best fastener for base- 
ment storm #indows and porch enclosures. 


Samples free. 


Mé g a C oO 032 Center Street 


Milwaukee, Wis. 
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G. F. Wright Steel & Wire Co. 


Manufacturers of 


UPERION 



















Takes the Guess-work Out of Hatching! 





That’s exactly what the new copyrighted Queen Chick- 
Chart does, when vsed with a Queen Incubator. 

The system is wholly automatic and accurate in its 
performance. All that is necessary to secure really re- 
markable results is to follow simple instructions that 
anyone can understand. 


Queen Air-Cell Control 


Insures Full Hatches 


Stop your customers from wasting eggs and time on 
cheap incubators when full hatches of strong, healthy 
chicks can be secured by this new Queen invention. 

We can help you make your incubator department a 
pleasure and a profit. Ask us how we help. 


Queen Incubator Company 


1124 N. 14th St., Lincoln, Nebr. 











Galvanized 


Hardware Cloth 


Wire Clothes Lines—Wire Lathing 
Hex Mesh Poultry Netting 
WORCESTER, MASS. 
MODERNIZE 


of [app STORE METHODS 


=) on To provide adequate storage facilities for 
shelf stock—to make it accessible and con 
venient for clerks and stock men to handle with 
absolute safety—to insure quick service for whole- 
sale or retail trade — install one or more 
NOISELESS CUSHION TIRE LADDERS. 


tread steps, full length hand grips, rubber tires, 
‘ enalie system, firm construction throughout, 
eliminate vibration and noise and produce a ladder 
of ample strength for safety, convenience and : 














ADDEDS 























| tof 
efficiency One style only-nea Saget ™ ag at 


BISA AMO. 


7 attracti finished —- any 
installed—meets most 


requirements, Circular 
| 
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Russell -nnin : 
aa Auger Bits 


Z oe Satisfied (3 
SZ: Customers J | | 


Profitable WATT wy 
Sc eli 


Our bits and braces have been accepted as standard by the 
finest woodworkers for over fifty years. its for every 
purpose—auger bits, dowel bits, car bits, machine bits, etc. 


Send for booklet, 
Russell Jennings}]Mfg. Co. 
Chester, Conn. 







& 
7 
y_ 













Now the Radiovise Is Here! 


We wanted to give the dealer an attractive, serviceable 
+8 vise that would appeal both to eye and the pocket- 
book. 
No. 443 “Radiovise” tells the story in performance and 
profits. 






lor Service 


[t is finished in bright red which 
makes it stand out in a display 


among radio and auto acces- 
sories. 





Jaws 3%” wide, open 4”—Swivel base. 
ROCK ISLAND MFG. CO. ROCK ISLAND, ILLINOIS 











Silvered 


HARDWARE AGE 101 


on 


—— 









-_ 


Gallon Size 
TOW § 
$5.50 

in far West 


Attract Campers 
| Tourists, Picnickers, Etc. 


into your store. Keep 
an Aladdin in your win- 
dow. Tie up with the 
big Aladdin advertising 
campaign. This is the 
“harvest time” for Alad- 





Aladdin 


Te : 
Fant: din sales—make the 
ee eo most of it! 

Aladdin 


Industries, Inc. 
Dept. P, Chicago 


Sold by all the 
leading! jobbers 


glass stopper 
Sanitary! 


Drinking cup-cap of 


Sturdy! heavy aluminum 











OVER 12 MILLION CARS AND 
TRUCKS REQUIRE SERVICE 


Good wrenches—the right wrenches—are es- 
sential to good service. 


This is where the Walden-Worcester design 
comes in—wrenches that fit the location as well 
as the nut. 


WALDEN- WORCESTER 


Incorporated 
General Offices and Factory 
475 Shrewsbury Street 
Worcester, Mass., U..8. A. 

















THE TACK 








Robertson “Horse Shoe Magnet Hammers” 


a high grade line with a good profit to dealers and 
jobbers. Catalogues and discounts on request. 
Silver Medal (Highest Offered) Panama-Pacific Exposition 
ARTHUR R. ROBERTSON, 94 Portland St., Boston 






















ALLEN Safety Set Screws 


30% Extra Strength over broached hollow screws 
—the.only other kind made. y a patented 
process we increase the density of the steel 
around the socket-holes, so that even the smaller 
sizes will stand all the strain the best made 
wrench can apply. The Allen process makes 
deep, nsilentiockanated socket-holes—no chips in 
the bottom. The entire length of the ALLEN is 
utilized either for solid metal at the point, or depth of socket 
for the wrench. All sizes in stock from % in. to 1% in.; 
any length, point or thread. Also Socket-Head Cap 
Screws, Tap Extensions and Socket Wrench Sets. Dealers: 
Write for catalogue and sales proposition. 


The ALLEN MFG. CO. 


139 SHELDON ST. 
HARTFORD, CONN. 
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A SQUARE HOLE Repair Handle 


¢ A quick and easy seller for every Deal- 


er. It makes rehandling jobs easy. 
SQUARE HOLE 
HANOLE 


NEW SQUARE 
TOP HOLE 


SQUARE SHANK 


A 


—=—=0 













“ 





The top of 
the hole is 
square and guides 

the shank. The bal- 
ance of the hole is round 
and binds the shank secure- 
ly. Enables the handle to be 
quickly driven on perfectly true 
with the bend. 


Write your jobber. = 


Columbus Handle & Tool Corp., Columbus, Ind. 








Lt 
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Dadiles Panthde: Ge Ades Gadel 1 


A varied and a line for the Hardware Trade. Also: Leather Workers’, Trimmers’ 


The above tools will please your — as well as our famous Round and Oval Punches. 


Remember we have had 94 yea successfu 
skilled workmen and use the finest as 4. of materials in making our products. 
We stand back of every tool we make, Try us. Write for Catalog and Prices. 


terers’ and Plumbers’ Tools of superior quality. 


1 manufacturing experience, employ only 





Cc. S. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 





oa 


om tm LOULS 


L 


" 


i ot 


Ice Tools and other equipment 
for every ice handling purpose. 
A large stock always on hand 


} to promptly meet your Tre- 
Hi quirements. 


| Write for complete price list, 
# discount sheet, display cards. 


GIFFORD-WOOD CO. 


| 


ll 


Main = 3 a *3 Hill St. | 








_———————— 


inde 
BOX STRAPPING 


CARY MANUFACTURING CO. 
Manhattan Bridge Plaza, Brooklyn, N. Y. 








UNIVERSALE€?imr 


Adjustable. Two sizes will clamp fm | hose of any 
diameter. Made from cold rolled steel out of wire. 
No rough edges to cut nese. Put ~. is less than a 
minute. Everlastingly leak-proof. Order Universal 
Hose Clamps. Trademark on every clamp and car- 
ton. Get them from your jobber—or write us 


UNIVERSAL INDUSTRIAL CORP. 
Hackensack, N. J. 














| 
Rocking Table Apple Parers 


hs 
LITTLE STAR and DAISY 
Apple Parer, Corer and Slicers 
Masufactured by HUDSON PARER CO., Leominster, Mass. 


LIVINGSTON-COOPER CORP., Agents 
131 East 23rd Street New York City 


Q. Lindemann & Be. | 


AIAN | 


— : 





Manufacturers of 


BIRD rp Av® ne 
CAGES Established 1863 


35-37 Wooster Street New York 


























. the only complete line of 
rn UD eC _ ft | ga te major electrical housekeep- 
ing appliances 
APEX Electric Suction Cleaner ROTAREX Electric Clothes Washer 
ROTAREX Home Double Roll troner ROTAREX Electric Keook-Rite 
ROTAREX Electric Vacuum Cleaner 


The Apex Electrical Manufacturing Co. 


1065 East 152nd St. Cleveland, Ohio 
Factories at Cleveland, O., and Toronto, Ont. 





18% Were Sold _, Direct 
1656 Housewives requested Clothes 
Dryer information in 1933. tt were 
sold direct beeause we had no dealers there. 
— over 3800. AA A so fer this 
"HILL CLOTHES DRYER CO. 
39 CENTRAL ST. Worcester, Mass. 

Distributors District 

Herman . Ine. 
111 Murray 8t., New York City 

















When a little girl enters your store 
and asks for a Toy—treat her with 
the same business courtesy that you 
would accord a woman customer. 


For the child of today is the woman 
of tomorrow. Those who are buying 
Toys of ‘~ now will be buying 
Floor Mo Vacuum Cleaners and 
Electric Stating Machines when they 
grow to womanhood. 


As with girls—so with boys. 


Hardware Age, 





From Childhood to Womanhood 


239 West 39th St., 


One of the best known manufacturers 
of Soldering Kits offered a prize to 
the | who made the best soldered 
toy. e plan proved very successful 
and sent many boys to Hardware 
stores for his products. 


Once the Toy Business was a Bi yell 
in the trade—today it is grown up 
because based on sound me ndising 
principles. 


For the best methods of Toy Retailing 
read HARDWARE AGE. 


New York City 
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MANUFACTURERS OF 4 a SASH CORD, CLOTHES 
BRAIDED CORDAGE ¢30587 LINES, SMALL LINES 


COTTON a | 
ae ee an 

















BOLT 
CLIPPER 





“VICTOR” 








Send for Catalog 


ROBERTS MFG. CO., Somerville Station, BOSTON, MASS. 
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DEALERS WANTED EVERYWHERE Iron Fence, Gates 


Lawn Vases 

Marat eo 

) eneral Iro 

| CUAUUU AT} and Wire Work 
CHAIN-LINK 
WIRE FENCE 


Des easttl| 
Ask for Catalog 


THE STEWART IRON WORKS CO., Inc., 225 Stewart Block, Cincinnati, O. 























































































QUALITY 
UNIFORMITY 


SERVICE 
OISTINCTION 


“The Toots in the Plaid Bor” | 
AMERICAN SAW & MFG. CO. SPRINGFIELD, MASS. 


HACK SAWS - BAND SAWS — SCREW ORIVERS - GLASS CUTTERS 





‘BROWN & SHARPE 


MACHINISTS’ TOOLS 


The first choice of skilled mechanics for three generations 


WE PROTECT THE DEALER. 
(IBS BROWN & SHARPE ne _ 








\WILLIAM 


“W & B” Machinists’ # 
Knife Handle Wrench 


7 Sizes—6 to 21 inches 
TAterature? 
J. H. WILLIAMS & co. 
The Wrench People’ 


BUFFALO 





NEW YORK 





CHICAGO 














Providence, R. L, 
STANDARD SINCE 1865 


For 58 years Priest’s Clippers 
have given univ satisfac- 
tion. one sell so readily to 
Barbers and Horsemen. We 
make both kinds. 


AmericanShearer Mfg. Company 


Manufacturers 
of work bench- 
es, hand screws 
clamps and vises. 










C. Christiansen 
2814 W. 26th St., Chicago, IIL 


Send fer 
Catalogues 














Nashua, N. H. 
Makers of Every 
Kind of Screw, 


- Nut and Bolt. 


The Corbin Screw Corporation 


The American Hardware Corporation, Successor 


229 High Street New Britain, Conn. 


Ask your jobber for 


CALDWELL SASH BALANCES 


Thirty-five years of service is assurance 
of quality 


CALDWELL MFG. CO. 


9 Jones Street Rochester, N. Y. 














Western Factory: Dayton, Ohio 
Plain or y ongaiae in 


STRATTO r- 
HANDLES 


For Small Tools, Utensils, Electrical Goods, Etc. 
STRATTON MFG. CO., Stratton, Maine 








nee 


THE FOWLER & UNION 
HORSE NAIL CO. 


HORSE SHOE NAILS 
OF HIGHEST GRADE 


Plant 
1000 MILITARY RD., BUFFALO, N. Y. 








Welding Compound is best by every 
test. Makes welding of any steel as 
easy as Iron. Stock it and increase 
your sales. 

Made only by 


ANTI-BoRAX COMPOUND Co. 





Fort Wayne, Ind. 








Field Sash Pulleys 
Made of Pressed Steel 


Maximum Strength—Minimum Weight 
No sandy cast surfaces to chafe and wear sash 
cord. Write for Catalog and Prices. 


FIELD HARDWARE MFG. CO. 


111 E. 3ist St., Kansas City, Mo. 

























FOR EVERY CONCEIVABLE PURPOSE 


FRAIM-SLA YMAKER 


HDW. CO., INC. 


Lancaster Pa., U. S. A. 





~ REQUIRES 


ONLY SAMPLE 


FREE 


HEAT” 
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Classified Opportunities 





Business Opportunities 





Business Services 





Positions Wanted 





| Asticle All Hardware 
Dealers Await 


Can be obtained by a manufacturer, Due 
to unexpected business developments, this 
item cannot be conveniently handled by 
us at this time. We are offering it to a 
manufacturer, or any other, either as an 
outright sale or to be sold on a royalty 
basis. The patent has been applied for 
on this item, and any buyer can easily 
devel a very large volume among Hard- 
ware Dealers and Jobbers. 

Address the advertiser as below for fur- 
ther information, and advise in first letter 
the nature of the arrangement desired and 
financial ability — handle this matter. 
Address Box “A 00, HARDWARE 
AGD, New York, oN. 

REAL serenameuunnesin TO GET 
FAST SELLER 








_! 








FOR SALE: One of the best hardware stores 
in Chicago located on South Side. Carrying a 
full line of hardware tools, cutlery, kitchenware, 
paint, glass, electric and auto supplies. 150 ft. 
oak fixtures, 12 ft. high. Stock and fixtures in- 
ventory $25,000. Sales 1923—$78,000. Retiring 
from business. Address Box G-198, care Harp- 
ware Ace, New York. 





FOR SALE: Well established Hardware 
business, since 1903, Southern Penna. Mononga- 
hela Valley district. New building, new Duluth 
fixtures. cation the best in town. A big fu- 
ture. Hustling town. No dead stock. A_rare 
opportunity. Good reason for selling. Don’t 
hesitate. Address Box G-217, care Harpware 


Ace, New York. 





Wanted, partner in large retail hardware, doing 
nice business, who can invest from five to ten 
thousand dollars. Good salary for experienced 
hardware man. Address Box G-218, care Harp- 
warE Ace, New York. 





Wanted to make a connection with a _ thor- 
oughly experienced hardware man or men who 
would be interested in associating himself or 
themselves and investing in a building hardware 
and paint business in one of the fastest develop- 
ing cities in the Southern States or would con- 
sider a thoroughly experienced paint man or 
men. Business needs competent, experienced men. 
Over six turnovers last year. Representing some 





of the best factories in the United States. Ad- 
dress Box G-219, care Harpware Acg, New 
York. 

Well improved and valuable land in North 


Dakota can be obtained through a trade on hard- 
ware, implements, harness, paint, lumber, or 
merchandise. Trade to include building and 
houses, Excellent land, Interested to ma due 
to change in business plans. Address Box 33, 
Jamestown, N. Da 











: Retail Hardware Busi- 
} ness in Middle West City 
of 55,000 population for 
sale. | 
This business has been 
established for fifty years, 
has constantly grown and 
is now and has been a 


profitable business. 


ADDRESS BOX G-216 
care Hardware Age, New York. 














Direct Result Advertising for 
Stores Dealing in Housewares 


and Hardware 


A service that has the cuts, the ideas, the 
plans all ready to add prices and give to the 
printer. For store news, circulars, or news- 
paper advertising. Only one store in a town 
can have it. If you seriously intend to go 
after more business in the only way you 
can get it—write for information and rates. 
HARDWARD AGE SERVICE, 239 W. 39th 
ST., NEW YORK CITY. 

















Bldg., Chicago. 





Help Wanted 


= 
| “Wanted live wire salesmen with experi- }) 
ence in sporting goods, to sell high quality 
baseball bats on commission basis for 1925 
season. Men qualifying must be ready 
for service August Ist. Three references 
required and photo.” Address Box G 
220 care Hardware Age. 























TO MANUFACTURERS 


Is your organization looking for a man 
} who thoroughly understands the whole 
job of advertising your product? 

My experience, from the gathering of data 
to the completed circular, booklet or trade 
paper advertisement, qualifies me to ob- 
tain effective advertising results for you. 


Address Box G-196, 
care Hardware Age, New York. 








a 


Sales Accounts Wanted 


MR. MANUFACTURER: Are you receivin 
100% Representation? Two well-known Hard- 
ware men noted for their aggressive and progres- 
sive growth in the wholesale and retail lines will 
be open for an exclusive sales agency after Jan. 
Ist, 1925. Only a strictly meritorious proposi- 
tion will be considered. Can finance own ac- 
counts if desir References furnished. Ad- 
dress Box G-201, care HARDWARE AcE, New York. 














A salesman with established reputation and large 
acquaintance throughout Middle West, calling on 
hardware and allied trades in larger cities of 
Michigan, Indiana, Illinois and Missouri, solicits 
correspondence with manufacturers who have 
bona fide jobbers’ price and who wish to em- 
ploy a reliable and successful salesman on_com- 
mission basis. Address Box G-221, care Harp- 
WARE Ace, New York. 








HELP WANTED: Wanted traveling salesman 
who has had experience with the retail hardware 
and sporting goods trade. One who has an estab- 
lished line of customers, and who can sell sport- 
ing goods in the Middle West or South. Write 
vieg sertitory covered and length of time. 
Fred ffar & Co., 323 W. Randolph St., Chi- 
cago, Til, 





Elizabeth, N, J.—Young man with inside ex- 
perience handling factory supplies and general 
hardware. Knowledge of prices, sources of sup- 
ply and ability to execute orders essential. Un- 
usual opportunity for live wire. State experience, 
age and salary expected. Address Box G-222, 
care Harpware Acre, New York. 





Wanted—Salesman calling on jobbers of 
Plumbing Supplies and Hardware in Ohio, In- 
diana and Michigan to sell “Red Nut” Stillson 
Wrenches. Liberal Commission. Address Henry 
& Allen, Auburn, N. Y. P 


Positions Wanted i 


SALES MANAGER OR EXPORT—Connec- 
tion is desired with manufacturer of hardware 
or allied lines, Have had seventeen years’ prac- 
tical experience in the hardware tield. Ten 
years of this time has been with present con- 
nection as salesman and sales manager of well 
known manufacturer of standard line of tools. 
Applicant is well known to Middle West hard- 
ware jobbing trade. Has had considerable ex- 
port experience, speaks several languages and 
has made extensive European tours. Desires to 
make change for valid reasons. Age 35, and 
willing to locate any place in the world. Ad- 
dress Box 7062-A, care Harpware Ace, Otis 











CALIFORNIA Salesman calling on hardware 
“oll general stores out of Los Angeles has pres- 
ent line so well established he can give major 


portion of time to new line, and thereby be en- 
abled to cover territory more thoroughly. Pre- 
fers staple repeat line. Address Box 5, care 


ce Ace, 320 Market St., San Francisco, 
al. 





ACCOUNTANT cf proven ability, with prac- 
tical experience in handling credits, collections 


and office detail, de‘ires permanent connections 

with a high grade h: rdware concern. Mentally, 

physically and tempe-amentally qualified to meet 

the exact requirements c' the wholesale or retail 

trade. Satisfactory rec mmendations furnished. 

pnerene Box G-207, care Harpware AcE, New 
ork. 


AM GOING TO OPEN A SALES OFFICE 
IN LOS ANGELES, CALIFORNIA. WOULD 
LIKE TO HEAR FROM FIRST CLASS 
MANUFACTURERS WHO WOULD LIKE 
Ror pees cease IN THAT VICINITY. 


ADDRESS 


E. NEWELL, JANESVILLE, WIS 





Reliable old established hardware manufactur- 
ing concern desires to act as factory representa- 


tive or broker for New York and adjacent 
territory for domestic manufacturer of tool and 
kindred articles. If not represented in above 


territory, please address Box G-224, care Harp- 


WARE AGE. 





CANADA: Well established sales agency with 
first class connections wants one or more lines to 
sell to the manufacturing trade or lines which 
sell to the wholesale hardware or plumbing job- 
bers only. Address Box G-226, care HarpWwareE 
AcE, New York. 





Sales Representatives Wanted 








SOCKET WRENCHES 


A new superior line of interchangeable 
eeeeentean wrenches selling fast wherever 
shown. 


STATE DISTRIBUTORS AND 
DEALERS 


write for our liberal proposition. 


HUSKY WRENCH COMPANY 
928 16th Ave. Milwaukee, Wis. | 














~ ESTABLISHED MANUFACTURER desires 
commercial traveler to sell his products, Dog 
Collars, Pistol Holsters, etc., to the Hardware 
and Sporting Goods trade in Texas and adjacent 
states, State age, saperenee and all details in 
first letter, : . preferred. QO. 
Box 130, Patterson P. O., Baltimore, Md, 





WANTED: A-1 Salesman to represent us in 
the State of Texas to the Retail Hardware and 
House Furnishing trade only, on an old and well 
established line of hardware specialties, on a 
10% commission basis. Kindly give references, 
nes row representing, experience, etc. Address 





t 





Box G-223, care Harpware Acre, New York. 


ae? 
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Sales Representatives Wanted 





Reputable manufacturer of Automotive Service 
Tools desires active representation on Pacific 
Coast and Southern States to the Automotive 
Hardware and Jobbing trade for popular priced 
Thickness Gauge set and socket wrench sets, 
commission basis only. Address Box G-209, care 
Harpware Ace, New York. 





Wanted by manufacturer of complete line of 
Tool and Tackle Cases, representative covering 
central western states, also representative on the 
Pacific Coast. Address Box G-214, care Harp- 
warE AcE, New York. 


SELL TIRE CHAINS on commission. Wood- 
worth Double-Grip chains grip the road much 
better than others, wear longer and are easier 
on tires, Spring adjusters made on the chains. 
Low in price. Send $1.00 deposit for samples 
and full instructions or write for proposition. 
Woodworth Specialties Mfrs., Binghamton, N. Y 








2145 


is the total number of replies for 
1924 which have been received up to 
the closing date of this issue and 
forwarded through this department 
to advertisers using Box Numbers. 
This does not include replies that 
have gone direct to advertisers using 
their signature. 

















Sales Representatives Wanted 


SALESMAN, attractive side line, liberal com- 
mission, sell patented garden implement to job- 
bing trade. tate experience, age, territory now 
covered, etc. Address Box 156, care HARDWARE 
AGE, 1420 Widener Bldg., Phila., Pa. 








Salesmen—Various territories still open f 
“Osciltone” Radio Tubes. hey are cael 
dously big sellers. Sample carried in pocket. 
Commission 10% and protection on all re-orders. 
The R-C MILLS RADIO CORP., 303 Fourth 
Avenue, N. Y. C. 


MANUFACTURERS’ REPRESENTATIVE 
and side line salesmen wanted to sell jobbers 
and dealers all over United States. Two house- 
hold essentials, metal polish and stove polish in 
tubes, individual cartons, attractive counter dis- 
play cartons, Package sells goods; quality soon 
rings repeats. Address Evershine Company 
Inc., 441 Marietta St., Atlanta, Ga. 








Sales Representatives Wanted | Sales Representatives Wanted | Sales Representatives Wanted 








e~— 


can now obtain a line previously 


production. 
take care of additional business 





MANUFACTURERS’ 


tion in the East because of heavy demand and limited 
Production is now expanded and can 


York, Pennsylvania, West Virginia, Virginia, District 
of Columbia, Missouri, Ohio, Maryland, Kentucky, 
Tennessee, Louisiana, Texas, and the entire South. 
The quality, price and durability of this line of Cyl- 
inder Rim Night Latches and Cylinder Key Blanks 


limited to distribu- 


from upper New tories. 


SEVERAL HIGH CLASS, ENERGETIC 


REPRESENTATIVES 


and the recognition they possess assure commission 
salesmen an excellent selling and re-ordering line 
with liberal commission proposition and good terri- 
Representatives are wanted who call on job- 
bers and large retailers in these states. 


Reply stating experience and present lines handled. 
All replies will be held strictly confidential. 
Box G-211, c/o Hardware Age, 239 West 39th St., 
New York, N. Y. 


Address 














The “TORREY” 
A Real Man’s Razor 


Send for Catalogue of Full Line 
J. R. Torrey Razor Co., Worcester, Mass. 











“They Have a 
Bull Dog-Grip”’ 


Manufactured by 
U. 8. Clethes Pin Ce., Mentpelier, Ve. 


Sales Dept. 
1015 Unien Bank Bidg., Pittsburch, Pa. 











Economy 
Hose Attachments 
For connecting hose to smooth 
faucets. Slips on and off easily. 


Economy Mfg. Co. 
5850 Germantown Ave. 
Philadelphia, Pa. 














LUMBER 


CRAYONS 
STANDARD CRAYON CO. 


Danvers, Mass. 








ee eee FL A RAR RAE Ae RN OE 








n Can 


CONTAINERS OF TIN PLATE BLACK IRON GALVANIZED }ROM eens 


American Can Company 








SASH CORD 


NET WEIGHTS FULL LENGTHS 
Sliver Lake Co., Newtonville, Mass. 


SILVER LAKE| 








For over 30 years the leaders in 
making tools for stone workers. 
Catalogue. 


TROW & HOLDEN COMPANY 
BARRE, VERMONT 











JOHN SOMMER’S 
PEERLESS FAUCETS 
"Made of best Maple, with Leather 
Lining and Best Block Tin Key. 


Beware of Imitations. Genuine are 
Stamped with Maltese Cross. 





John Sommer Faucet Co., Newark, N. J. 








‘AXES 


~S SCYTHES 


Scythes since 1812, Axes since 1800 


RIXFORD MFG. Co. 


East Highgate, Vt. 


A ARO NEE OSA ERR (A A SE eect er eines RE cen I nt en a a 








BALE TIES 


Best Made — Prompt Shipment 


Baur Bale Tie Co. 


INDIANAPOLIS, IND. 








J: L. THOMPSON MFG CO. 
Waltham, Mass. 


Tubular and Bifurcated 


—- RIVETS 





ELEVATORS 
DUMBWAITERS 


Write for our catalog 
Energy Elevator Co. 
211 NewSt., Philadelphia 








Clamp’s Washers 
Stop Leaky Faucets 
Samples FREE 


U. S. WASHER CO. 


Box 398 
Hartford, Conn. 
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INDEX TO ADVERTISERS 


THE ADVERTISERS’ INDEX is published as a convenience and not as a part of the advertising contract. Every care will be taken to index correctly. 
No allowance will be made f or errors or failure to insert. 
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START YOUR Snap-on ASSORTMENT | aun ee 


d Extra Sockets and Handles As Needed Sint a 













| | 


a g- 


We . le! | | a : “a 
- This handsome, compact metal cabi- 
in. net displays and selis the entire 


Snap-On Line—a complete socket 
wrench department from which you 
can supply the tools in demand for 
work on 


Automobiles Trucks 
Motor Boats Tractors 
Farm Implements and 
Industrial Machinery 


ose fs 8 8 im The booklet “What Car Do You Drive?” and the 
reference chart furnished with the Cabinet. make 
it possible for you or your cageain to quickly 
lay on the counter the exact wrench for any job 


a customer may name. 


ee 
= Po ag e Be 


o ~ 
Sa ahead eal — J 


nsec 


, rs " 
€22 Investigate for Yourself 


Snap-on Snap-on on There is a tremendous undeveloped market for socket wrenches 
Socket Wrenches Socket Wrenches right around your store. Let us tell you how you can bring it to 
life through our exclusive Snap-On Merchandising Plan. Not only 
that, but with a lower shelf investment you can render better service 
and build up progressive wrench sales to your regular customers with 
the Snap-On System. Write us to explain how. 


Your profit is liberally provided for. Gur Snap-On sales policy of- 
fers you full protection on discounts and resale prices. 


This Snap-On Display, backed by consistent advertising, attractive 
dealer helps and sales promotion work concentrated in your own 
territory, insures your success from the start with Snap-On Tools. 
Write us today. 


Sole Distributors 


Motor Tool Specialty Co. 





Distributing Branches 


anta. 227 Spring St. Minneapolis, 111 S. Tenth , 
naniemcaaettanes: ae epi 14 E. Jackson Blvd., Chicago 
Boston, 876 Commonwealth . ’ mia : : 

‘e New York, 1776 Broadway 

_ pone pO apishny Snap-On Wrench Company, Mfrs. 
Chicago, 1120 Michigan Ave. Philadelphia, 1511 Fairmount : ‘ 5 

ne Ne Ave. Milwaukee, Wisconsin 


’ ee ‘ 9 . rae N in : - . 
Dallas, 313 5. Ervay ©. Pittsburgh, 7232 Kelly St. 








és, 
Denver, 846 Broadway Portland, 106 Thirteenth St. LY Be 
ee & 
Detroit, 4849 John “R” St. Richmond, 519 W. Broad St. ‘3 it Fs 
Indianapolis, 613 N. Illinois San Francis Sco, 92S) Golden se ¢ 
- pos “we INTERCHANGEABLE 
Kansas City, 1933 McGee St. Seattle, 910 E. Pike St. 


Los Angeles, 1341 S, Hope St. Louis, 2609 Washington Socket Wrenches 


St. Ave. 
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fOPS a 
ripenin 


HOUSEWIVES are canning and 

GOOD LUCK jar rings are 
rapidly being shipped out of our 
factory to replenish supplies already 
running short. Home canners want 


GOOD ®@ LUCK 


JAR RUBBERS 


They won’t take substitutes and they can’t 
wait. Be sure that your GOOD LUCK 
stocks are sufficiently large to carry you 
through tomato time with peaches and pears 
following right after, and the late fall fruits 
and pickles still to come. You don’t have to 
come out exactly even. GOOD LUCKS age 
so well that they may be carried over as 
safely as Jars. 




































BOSTON WOVEN HOSE & RUBBER CO. 


CAMBRIDGE, MASS. 











FIT ALL POPULAR JARS 


MADE ANID PACKED BY 








NOSE RRUBBER COE 
CAMISIRIDGE. MASS. 


— - —— enna 2 eT non tok cee 
* SoS DOES EE te em. bates Oo a 
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